40* a copy • SIO a ymr 




"IT'S ADMEN 
WHO MISS 
THE BOAT" 





How buy the whole Richmond 
TV Area by Surveyed Facts ! 



Until now a timebuyer had to figure rating points for 
the Richmond, Va., market by projecting the known 
metropolitan figures to the unknown Grade B area. 

Now you can have the facts — the full facts — about 
the entire area when you buy Richmond. And when 
you have them, you'll buy WXEX-TV every time. 

In conjunction with its regular February survey 
of metropolitan Richmond, ARB conducted a spe- 
cial 3o-countv Grade B area survev. Both survevs 
were made the same week. Both used the same ARB 
supervised-diary technique. Here's what the special 



area survey proved conclusively: 

• WXEX-TV leads any other Richmond 
station in total area rating points by 33Va%. 

• \VXEX-TV leads any other Richmond 
station in more quarter hours by 33!/3%. 

• WXEX-TV leads any other Richmond 
station in total share of audience. 

Don't make another buy until you have seen this 
area study. For your copy, call Select, Forjoe or 
WXEX-TV. It will open vour eves. 




Hroadca<ter> sav manv 
clients outsmart them- 
selves in relation* with 
stations. Current gripe: 
promotion of contest- 

Page 27 



Richfield Oil's 
own radio-tv 
"Success story" 

Page 30 




Full steam 



ahead for film 



syndication 

Page 33 





om Tinsley, President 



NBC BASIC-CHANNEL 8 



Irvln G. Abeloff, Vice Pres 



National Representatives: Select Station Representatives in New York, Philadelphia, Baltimore, Washington. 

Forjoe & Co. in Chicago, Seattle, San Francisco, Los Angeles, Dallas, Atlanta. 



Can women's 
shows stage 
a comeback? 

Page 38 




There are 171 cities in Wiscon- 
sin. Exactly 1/3 or 57 of them 
are "Our Cities" regularly serv- 
iced by WFRV-TV. 
Wisconsin has 22 cities, 10,000 
to 39,000 population. Exactly 
one halt' or 1 1 of them are inside 
our circle. 

Wisconsin has 8 cities, 39,000 to 
150,000. Three are WFRV-TV 
cities. The others are widely scat- 
tered across the state. 

The WFRV-TV market includes the 
well known industrial cities of 
Green Bay, Appleton, Oshkosh, Fond 
du Lac, Manitowoc, Sheboygan, 
Neenah, Menasha. The Fabulous 
Fox River Valley of the Industrial 
Giants. 



Famous for its concentration of 
huge nationally advertising man- 
ufactories, the WFRV-TV coun- 
try also has more than 50,000 
farms, more than 75% with TV 
sets, and a gross cash farm in- 
come of $317,013,600. 

This is the MIGHTY station in this 
MIGHTY market doing a MIGHTY 
big job with the HIGH tower. 1165 
feet above average terrain, the 
highest antenna in a 5-state area. 

lowest Cosf per 7000 TV Homes. 

Lowest Cosf per 7000 People. 

Lowest Cosf per $7000 Purchasing 
Power. 



IN SELECTING MARKETS . . . COMPARE MARKETS 

with these WFRV-TV Figures 

353,840 TV Homes 

{Television Magazine, March 1 957) 



More Than A Million Population 
More Than A Billion Retail Sales 



250 Million - Food Sales 

221/2 Million-Drug Store Sales 




GREEN BAY, WISCONSIN 



From the Wonderful Fox River Volley fo 7 /3 of the State of Wisconsin 



Soren H. Munlchof, Exec. V.P. & Gen. Mgr. 



Sioux City, Iowa Feb. '57 Pulse Proves 



No 



Contest 




There's 



Sioux City Television 



KVTV 



1 



TOP 
46 
HOWS 



STATION 
B 






STATION 
B 





STATION 
B 





STATION 
B 




ALL SHOWS 

All of the top 46 
programs on KVTV 
—53 of the top 55 



NETWORK 

All of the top 38 
Network Programs 
on KVTV 



SYNDICATED 

All of the top 10 
Syndicated film 
programs on KVTV 



LOCAL LIVE 

All of the top 45 
local live programs 
on KVTV 



79% More Audience — and look at these quarter-hour wins 



All Time Periods 
6:00 P.M. to Sign-Off 
Sat.— 9:00 A.M. to Sign-Off 
Sun.— 10:30 A.M. to Sign-Off 



KVTV 
395 
118 
60 
52 



STATION B 

57 
0 
0 
2 



DOMINANT 

7 Days a Week — Day and Night 

Consistent ratings like these don't 
just happen — something makes 
them happen. It's that indefin- 
able talent that makes a television 
station stand head-and-shoulders 
above competition. 
Your Katz Man can give you the 
facts. 





SIOUX CITY, IOWA 



CBS-ABC — A Cowles station. Under the same 
management as WNAX-570 Yankton, So. Da- 
kota. Don D. Sullivan, General Manager. 
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SPON S O iR 

THE WEEKLY MAGAZINE TV/RADIO ADVERTISERS USE 



DIGEST OF ARTICLES 



"It's admen who miss the boat 



sponsor gave admen the chance to spot fault* of broadcasters in 
a recent issue (6 April). Here's how broadcasters turn the tables 



Richfield's own "success story 



30 Thi* oil company spends §1 million annually on radio and television 
in western states to sell both its wholesale and its retail prospects 



Full steam ahead for syndication 



The nagging worry about what features would do to half-hours has evap- 
orated. Healthy sales, new shows reflect syndication's mature vitality 



Is radio any closer to brand $ figures? 

Company-by-company spending in both spot and network is still needed, 
>till unavailable hut it is not inaccessible if the industry wakes up 



Ca n women s shows stage a comeback? 

\dmen say yes, but women must fight ratings-consciousness with move 
complete information to agencies, clients: keep up to date with format 



18 


Agency Ad Libs 


64 


Sponsor Hears 


24 


49th ami Madison 


9 


Sponsor-Scope 


48 


Mr. Sponsor 


72 


Sponsor Speaks 




New* and Renew 


50 


Spot Buys 


43 








72 


Ten Second Spots 


52 


News & Idea Wrap-Up 






16 


Timebuyers at Work 


5 


Newsmaker of the Week 


70 


Tv and Radio Newsmakers 


68 


Reps at Work 


61 


Washington Week 


44 


Sponsor Asks 


22 


Women's Week 



In Next Week's Issue 

Is your product too offensive for tv? 

Ra>mond K. Maneval, v. p. at Schwerin Research traces the increasing 
acceptance of "taboo" products. The copy approach is all-important 



You can sell without glamor 

I nlike some clients, Milner Products sees its household items realisti- 
cally as unglamorons. That's why its advertising is dominant])* in air 
media to get the personal enthusiasm of air personalities. 
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LARGEST 



OF ANY STATION IN IOWA 



AUDIENCE 



OR ILLINOIS (outside Chicago) 



According to Nielsen 



overage Service, WOC- 



TV Leads in ALL Categories: Number of Homes 

Reached Monthly, Number Reached Weekly . . . 

Weekly and Dai avtime Circulation: 

' 0 

Weekly and Daily Nighttime Circulation. 



WOC-TV COVERAGE DATA - 



Population 
Families 
Retail Sales 
Effective buying Income 

Source 

Number TV Homes 
Source 



1,568,500 
484,800 
51,926,588,000 
$2,582,388,000 

1956 Sur\e> of Buying Income 
(Sales Management) 
^ I 7,902 

Ad% ertising Resea rch 
Foundation 




WOC-TV- Davenport, Iowa is part of Central Broadcasting Company which also owns and 

operates WHO-TV and WHO- Radio«Des Moines 




The Quint-Cities Station 
— Da\enport and Betten- 
dorf in Iowa: Rock Is- 
land, Moline and East 
Moline in Illinois. 



WOC TV 

Channel 6* Maximum Power* Basic NBC 




Col. B. J. Palmer, 

President 
Ernest C. Sanders. 

Res. Mgr. 
Mark Wodhnger. 

Res. Sales Manager 
PETERS, GRIIIIN. 
WOODWARD. INC. 

EXCLUSIVE 
NATIONAL 
REPRESENTATIVE 



WBRE-TV Means 

AUDIENCE COMMUNICATION 

to the people of 19 Counties in N.E. Pennsylvania 



Two million pairs of eyes can see it ... . three hundred and thirty 
thousand sets can view it ... . and it also means that your sales 
message should be on it ! Because, nowhere in Northeastern 
Pennsylvania can you attract so much attention, so quickly, so 
completely, so forcefully, so economically, as you can on WBRE-TV. 



TV Channel 28 

WILKES-BARRE, PA. 




AN Jfi*j( BASIC BUY : National Representative : The Headley-Reed Co. 

Counties Covered: LUZERNE LACKAWANNA LYCOMING COLUMBIA 
SCHULYKILL NORTHUMBERLAND MONROE PIKE WAYNE 




WYOMING 

LEHIGH 



SULLIVAN 
SNYDER 




SUSQUEHANNA BRADFORD UNION 

MONTOUR CARBON CLINTON 



Man has employed many ingenious methods 
to communicate messages, but never so dra- 
matic as Television. A polished shield was 
used by the Persians to flash signals to their 
fleet in an attempt to capture the city of 
Athens. Though this was the principle of the 
heliograph, no further use was made of it 
until the last century. 



NEWSM 

of the w 




The news: This ireek the 4 A *s pinpoints problems uppermost 
in the members* minds: creativity, tv commercials, mental health, 
agency commission-^ all are high spots of the annual l i s con* 
vention in W hite Sulphur Springs, West I irginia, 25 to 27 April 

The newsmaker- Frederic H. Gamble, \A\ pvrM<l**nt for 
13 years, thinks it "amazing*' that member* car/ »ather vuvh \rar -<> 
eoiigenialh aiul cooperatively. "W e're the mo>t competithe a^oria- 
tion in existence because our members compete direct 1\ with each 
other with only two things: mentalit) and personality . 1 he fact that 
they can socialize in a friendly way and work eobe*i\el\ despite ter- 
rific competitive pressures is a testimonial to them and to their wi\e^. 
It shows the high calibre of guy it takes to become a successful head 
of a successful affenc\. And it's why we lo\e to have them bring 
wives to conventions. The ladies encourage sociability P W hy do 
big men from big agencies (the 
lA's has 329 members, billing be- 
tween two-thirds and three-fourths 
of all national advertising) go to 
weekend meetings at such a posh 
but faraway place as the Green- 
brier? 

Thev like the £olf and the rid- 
ing. and the massive collonades, 
but these are peripheral to learn- 
ing. This vear. Gamble has as- 
sembled a group of gate-getting 
speakers who'll be heralded with 
new-found showmanship. 

Dr. William Menuiiiger will *peak on the mental health of the 
executive. Creative discussion, getting more time than ever before, 
features tv commercial ideas b\ John H. Baxter. Earle Lud«in & Co.: 
the creative process itself with C. L. Whittier, author of Creative 
Advertising, and Whitman Hobbs. BRDO. Tv's getting a big new 
look. also, with three separate showings of outstanding tv commer- 
cials selected bv 4A's committees. 

Gamble has an inclination to see things analytically, from both 
short and long ranges, and he represents a blending of such diverse 
intellectual backgrounds as Knox College in Galesburg. 111., and Ox- 
ford in England I he was a Rhodes scholar). One of his objectives 
which is both short- and long-term is the upgrading of advertising 
allocations. 

Advertising gets about 2.5% of the gross national product, yet for 
the 20 years preceding W orld War II it was 3T. Gamble savs ad- 
vertisers should spend far more money on advertising. 

'"Some advertisers argue that advertising is more efficient than it 
used to be — which is true — and that you therefore need less of it. 
Actually, you need far more of it. because consumer disposal income 
is at the highest level ever." he sa\s. Upgrading is a word which 
sums up the efforts of the 4A s in its 40th \ear of activity . 




Frederic R. Gamble 




there's 
something 
special 
about. 




/ 



Kansas City, Missouri 
Lowest cost per thousand* 
1380 Kilocycles — 1,000 Watts 
Represented by Weed & Company 




'Hooper 




it's a 

TELE-BROADCASTERS 

station 



TELE-BROADCASTERS, Inc. 

4-1 East 42nd Street 
New York 17, N. Y. 
MUrray Hill 7-8436 

H. Scott Killgorc, President 

Owners and Operators of 

WPOW, New York, New York 

KALI, Pasadena, Los Angeles, Calif. 

KUDL, Kansas City, Missouri 
WPOP, Hartford, Conn. 

WKXV, Knoxville, Tennessee 
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YOU GET HIGHEST AUDIENCE ON Wl 

ARB, February 1957, shows 31 out of the 50 top -J 
shows in Tampa - St. Petersburg are on W'TVT, your nu: 
one buy in the South's fastest-growing metropolitan ma 



6 
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ST. PETERSBURG 





\s maximum-poiver VHF signal delivers bonus coverage of 239 prospering communities! 



Yin cities of the south 







CBS Channel 13 




The WKY Television System, InC WKY-TY and WKY Oklahoma City • WSFA-TV Montgomery 



Represented 
by the 
Kotz 
Agency 
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STEINMAN 



WGAL-TV 

Lancaster • York 
Harrisburg, Pa. 

WLEV-TV 

Allentown • Bethlehem 
Easton, Pa. 

WDEL AM-FM 

Wilmington, Del. 

WGAL AM-FM 

Lancaster, Pa. 



Harrisburg, Pa. 

WORK 

York, Pa. 

WRAW 

Reading, Pa. 

WEST AM-FM 

Easton, Pa. " 

WRAK AM-FM 

Williamsport, Pa. 





welc 




The "Dedication 



to Public Service" 



that typifies a 



inman 



ions 



AM-FM 
WILLIAMSPORT 

PA. 



wil! be evidenced in 



the operation of WRAK 



STEINMAN STATIONS 

Clair McColloueh, Gen. Mgr. 




Representative: 

The MEEKER Company, Inc. • New York • Chicago • Los Angeles • San Francisco 



8 
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Most significant tv and railio 

news of the week with interpretation 

in depth for fwsy readers 



SPONSOR-SCOPE 



27 APRIL 

Copyright 1957 
SPONSOR PUBLICATIONS INC, 



As everybody knows, when network radio foil on dark da\* some years m*o, it 

was the spot people the indh idiial station owners, their salesmen, and their reps 

— who kept the gospel of radio alive and \ ital. Indeed, spot prospered so much in the 
face of adversity that the current network reincarnation is great h indebted to it. 

This week, though, it looked as if spofs \erv >uccess mnv he Htartiii" to work 
against it. A soft streak this fall is a real possibility and if it develops you ran trare 
it to tins: 

• Network radio has put on a glamor art that's Inning its effects, [t is l>eing sold 
as offering 1) plenty of flexibility 2) the right priee 3) guaranteed coverage in the top 
60 markets without much fuss on the part of the sponsor, and ll the opportunity to pro- 
mote coordinated dealer and merchandising campaigns, 

• Prodded by the foregoing development, some important agencies are chunking their 
mental attitude toward spot. More specifically, the* are starting to be critical about it 
sometimes flatly, sometimes in a picky fashion. Mo<t common gripes: Spot is "overcommer- 
cializcd"; also, schedules are so crowded that it's tough to line up tonnage campaigns 
properly. 

Yon can't underrate this agency attitude — even if you can't always pin it down. 
Moreover, it's been dramatized vividly now that two of the traditionally hot spot agen- 
cies — BBDO and Y&R — have made some bi<r network bins. 

In fact. Y&R told SPOXSOR-SCOPE this week that the business General Foods* Pos- 
tnm Division has just placed on three radio networks is cash that normally would 
have gone to spot (the figure is over ?\ million). 

Obviously stations and their reps aren't taking this lying down. Says one rep: 

"We've got a record to stand on and a foolproof medium. This is the kind of challenge we 
like/' On how that challenge is being met. SPONSOR will keep vou informed in comin 
weeks. 

(See Agencies in WRAP-UP for Art Pardoll's appraisal of radio,) 



Network radioes phenomenal comeback might be measured by this single deal: 
Ford, Detroit., is buying, through JWT, $5.5 million worth of time and talent on 
CBS radio. The contract's for a year, starting 1 September 1957. 

The schedule, starting at early a.m.. involves S-, 15- and 25-minutc strips across the board 
including weekends, A total of five hours a week. Personalities include: Edward R. Murrow, 
Arthur Godfrey, Bine; Crosby, Charles Collingwood and Rosemary Cloonev, In terms of 
money and talent, it's the biesest radio transaction in it least eisht vears. 

General Mills is returning to network radio (after a three-vear hiatus! with half of 
the 10 five-minute Fibber & McGee comedy vignettes that NBC Radio has scheduled for 
weekends. D-F-S is the aegney. 

General Mills will get a one-minute commercial on five of the shows and a 30-second 
cross-plug on the others, 

DuPont is splitting the air media for the first time for its anti-freeze brands: 
Zerone will go network radio, and Zcre\ will remain in spot tv. 

The radio business goes to ARC — 35 fne minute weather reports a week over 103 
stations, with 20 crowded into the weekend. 
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SPONSOR-SCOPE continued . . . 



The three tv networks this week told SPONSOR-SCOPE that most advertisers 
are increasing their station lineups for the fall. 

A typical hookup next season will have 125 to 130 stations, compared to 110 
stations at the start of the 1956-57 season. 

Such expansion will cost the average nighttime half-hour user around $6,000 extra. And 
this is exclusive of increased rates. 

The networks say the reason for this broadening out is: 

• By having larger available audiences, advertisers get a lower cost per-thousand-home- 
pcr-commercial minute. 

• Another factor: Alternate sponsors need wider coverage to satisfy their combined 
market requirements. 

You can roughly estimate the varying costs of an average station lineup for a 
half-hour on each of the tv networks thus: 

ABC TV: Full rate, $45,000; 15% discount, $38,250; 25% discount, $33,750. 
CBS TV: Full rate, $60,000; 5%, $57,000; 15%, $51,000; 25%, $45,000. 
NBC TV: Full rate, $62,000; 5%, $59,000; 15%, $52,700; 25%, $46,500. 



CBS TV this week fired another rebuttal shot at NBC TV in the statistical battle 
over daytime domination. 

Citing the 23 March Nielsen as its source, CBS TV claims that in the 38 daily quarter- 
hour periods, Monday through Friday, it rates highest in 28 across-the-board strips. It credits 
NBC TV with six firsts and ABC TV with four. 

Moral: The daytime fight is getting hotter. 



The evening cost per-1000-homes-per-commercial-minute between NBC TV and 
ABC TV apparently has narrowed itself into a virtual tie. 

This comparison is based on a Nielsen Jan. -Feb, 1957 analysis: 

ABC TV NBC TV CBS TV ALL NETWORKS 

$3.80 $3.80 $2.63 $3.22 

Note: These calculations of homes delivered once a week include both time and talent. 



It now looks as if film shows will outnumber the live type 2 to 1 on the tv net- 
works next fall. 

Of the 71 shows that have been firmed up for sponsorship come September, 67% will 
be all-film, 31% will be all-live, and 2% will be a combination of live and film. 

According to sponsor's Comparagraph, the ratio at the beginning of the 1956-57 
season was about 50-50. 



Drug manufacturers are getting together to start a recruiting drive for new 
manpower (it probably will wind up as a film series on tv). 

It's the familiar story: Druggists are suffering from a shortage of professional help. 

So the manufacturers will try to get at this problem via a campaign urging high school 
graduates to enter pharmacal schools. 

The campaign also will include this P.S.: Assuring the public that the markup on 
prescriptions is not nearly so high as commonly imagined. 

Meantime GE is doing a recruiting job in the engineering field by sponsoring a film se- 
ries, 2000 A.D., on WBZ-TV, Boston. 



Madison Avenue's latest way of determining the white-haired agency when sev- 
eral are servicing a giant advertiser: The one with the best record in tv. 
In the old days, it was the one that master-minded general media strategy. 
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SPONSOR-SCOPE continued . . . 



Willi network programing shifting more and more to oiitnule Honrrm (see **\Vi 
outside packagers reshape tv? M 20 April, pa^e 27 I amne argumentative ttparkM are he- 



ginning to fly. 



This week these two important areas of the business were heard from: 

Area 1 . NBC's Bob SarnofT said that his network was not abdicating its creative func- 
tions to outside packagers and producers. MIC TVV policy, lie argued, is to draw from 
all sources what it figures will be the best audience fare. A third of NBC TW »ehf a dulcd 
shows for the fall will be network-produced. 

Area 2. Two of the top tv-hilling agencies complained to SIM ).YSOK-SC01*K that 
the networks hadn't given them a fair shake when they took — as one agency put 
it — fc *their hands off producing control/* The^c agencies protest that the networks 
should have forewarned them in ample time so that the) could have planned, staffed, and 
tooled up for the change. 

Agencies say they would like to know: 

• Would it be safe for them to invest anywhere from $200,000 to $300,000 in a program 
creative setup? 

• Or, w ill the networks move hack again in full force when the "monopoly *' storm 
blows over in Washington? 



The sponsored pieces in the fall tv programing mosaic gradually are being 
fitted together. 

True, some of the bis; advertisers — like General Foods, American Tobacco, and Ford 
continue to shop the Hollywood and New York *how marts. 

But the buys and renewals set this week nevertheless were impressive: 



SPONSOR 


PROGRAM 


NETWORK 


SCHEDULE 


TALENT COST 


Ford 


Crisis 


NBC TV 


1 In 


•. Alt. Weeks 


$78,000 


Lever Bros. 


Slezak & Son 


CBS TV 


Vl 1" 


. Alt. Weeks 


$47,000 


Shulton 


Slezak & Son 


CBS TV 


Vo hi 


-. Alt. Weeks 


S47,000 


Buick 


Wells Fargo 


NBC TV 


vlhi 


-. Alt. Weeks 


$38,500 


Bristol-Myers 


Pla\ house 90 


CBS TV 




-. Alt. Weeks 


$39,000 


Kleenex 


Pla\ house 90 


CBS TV 


V» hi 


-. Alt. Weeks 


$39,000 


Chemistrand 


Sallv 


NBC TV 


I'oh, 


\ Alt. Weeks 


$41,500 


R. J. Reynolds 


Harbor Master 


CBS TV 


V* hi 


r. Alt. Weeks 


S38.000 


Chesebrough 


Bob Cummings 


NBC TV 


Vs. hi 


r. Alt. Weeks 


$36,000 


Warner-Hudnut 


Tic Tac Dough 


NBC TV 


i^»h. 


\ Alt. Weeks 


$25,000 


Warner-Hudnut 


Restless Gun 


NBC TV 


H.h. 


\ Alt. Weeks 


$37,500 



l\ote: Toni tentatively has agreed 
gross). Also, JWT is dickering for the 



to sponsor alternate weeks of the Hit 
Desi Arnaz hour specials for Ford I 



Parade \ > 16.000 
$250,000 grossi. 



Network tv program costs for next fall are averaging appreciably more than 
in 1956-57. 

Figures in the following comparison are hased on shows scheduled thus far: 



TYPE 

Variety (1 hr.) 
Variety (V2 hr.) 
Situation comedv 
Adventure 

Mystery-suspense (1 hr.) 
Mystery-suspense (V£ hr.) 



1956-57 AVERAGE 
S88,000 

39,500 
36,800 
30,155 
55,000 
32,500 



1957-58 AVERAGE 
S 130.000 
51,375 
41,500 
35,550 
83,250 
38,000 



The mechanical age has caught up with animation: A new process — Artiscope. 
developed by Illustrated Films, Inc. — eliminates up to 90 r r of all hand labor. 

The drawing-machine method will cost the advertiser S50-S75 a foot as compared 
to the human-artist charge of S250-S300 for commercials. 
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SPONSOR-SCOPE continued . . . 



TVB vill be able to tell next week bow much viewers can recall an offbeat com- 
mercial like: 4fc Hav you ever seen or heard about New York's cleanup campaign?" 

Two such announcements were telecast at TVB's request recently on Oklahoma City 
stations and TVB-retained pollsters are now measuring the percentage of recollection via 
inten iews. 



Ben Duffy, is apparently decided, with chairman Bruce Barton's approval, on 
Charles II. Brower, creative executive v.p., as his (Duffy's) successor in the presi- 
dential berth at BBDO. 

Brower takes over as general manager of the agency. That makes him chief keeper of 
the store while Duffy's recovering from his indisposition. 

It also puts Brower in a natural line for the presidency. 



Because of the status of self-service retailing, there's a packaging trend that's going 
to affect tv advertising considerably. 

It's the sharp speedup among manufacturers — particularly in the canned-goods field — to 
multi-pack their product either in cartons or sleeves. 

The idea, of course, is to get the consumer to grab three or four of the items at 
a clip. 

Kudos are due the brewers for introducing and successfully exploiting the device. How- 
ever, it was the cigarettes that really went to town with it. 



Columbia Pictures' exploitation of Fire Down Below may be a clue to the future ad- 
vertising pattern among theatre film distributors. 

The biggest chunk of the picture's ad budget is going for participation in NBC 
Radio's Monitor and Bandstand (the network will get $31,000). 

The emphasis on radio will carry through in the company's co-op buys with the- 
atres at the local level. 

For the first time, CBS TV has turned to outside help in publicizing its pro- 
graming. 

The aid will be focused on daytime. Bud Brandt Associates, which has the special 
assignment, will keep a man on the premises at all times. 

CBS TV pooh-poohs an NBC TV taunt that the move was provoked by competitive 
pressure from the latter's network daytime drive. 



Last week the industry once more was reminded of the toll that its pressures can 
take on key station personnel — particularly now that operators often have to over- 
see both radio and tv. 

Two of the best-known station managers in the country died while they were still in 

their best years. 

They were Hugh Halff, of WOAI-AM-TV, of San Antonio, and Hoyt Andres, of 
WKY-AM-TV, Oklahoma City. 

Both started in radio, compounded their duties as tv came along. 



All-media buying has increased the work load for agency research departments. 

Result : 

It's a boom for outside research organizations catering to the agencies. The call 
for complicated tabulations has been especially heavy when spot campaigns are in the making. 



For other news coverage in this issue, see Newsmaker of the Week, page 5; New 
and Renew, page 43; Spot Buys, page 50; News and Idea Wrap-up, page 52; Washington 
Week, page 61; SPONSOR Hears, page 64; and Tv and Radio Newsmakers, page 70. 
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Uncle Bert Racks Up Ratings on KPRC TV's "Looney Town 



If it takes kiddies and their mommas to 
ring your client's cash registers, you'll find 
Houston's biggest audience on KPRC-TV s 
"Loonev Town." Emcee, ''Uncle Bert" Lynn 
supplements his antics with cartoons and audi- 
ence participation stunts. Live daily audience 
of 90 to 100 . . . available for sampling. Per- 
sonalized commercials harmonize smoothly with 
format, add selling emphasis. Looney Tow n 
earns a higher rating than other two competing 
shows combined. (ARB October '56.) 



KPRC-TV 

HOUSTON 

CHANNEL 2 

JACK HARRIS 

I ice President and General Manager 

JACK MCGREW 

National Sales Manager 
Nationally Represented by 

EDWARD PETRY & CO. 



KPRC-TV. ..MOST POTENT ADVERTISING FORCE IN THE HOUSTON MARKET 







ARRESTING! 




From start to finish, SAN FRANCISCO BEAT 
has everything It takes to capture atten- 
tion. A suspense-laden close-up of the 
San Francisco Police Department in ac- 
tion, it is filmed on-the-spot against 
the colorful background of one of the 
world's most fascinating cities. As THE 
line-up on the CBS Television Network, 
the series has consistently ranked up 
in the Top Ten national Trendex listings. 

And as CBS Television Film Sales' SAN 
FRANCISCO BEAT it shapes up Just as well 
or better! Sponsored by such big-time 
advertisers as Piel Brothers, National 
Biscuit Company, General Electric, Bris- 
tol-Myers, and Sealy Mattress Company, 
it's copping king-size ratings in Lansing 
(50.3), Columbus (25.8), Indianapolis 
(28.5), Grand Rapids -Kalamazoo (31.8). 

SAN FRANCISCO BEAT even OlltpullS THE 

line-up in such major markets as New 
Orleans, Omaha and Muncie. Future 
prospects are great too: 78 half -hours 
already in the can and two more years 
of production guaranteed. Authentically 
produced by expert Desilu, trigger-taut 
SAN FRANCISCO BEAT is a sure-fire show 
for advertisers who seek bigger and 
bigger audiences and solid sales returns. 
Call for a complete investigation of all 
the evidence -yours for the asking at... 

CBS Television Film Sales, Inc. 

"...THE BEST FILM PROGRAMS FOR ALL STATIONS"(S} 

New York, Chicago, Los Angeles, Dallas 
San Francisco, Boston, Detroit, St Loui 
and Atlanta. S. W. Caldwell Ltd., Canada. 

Stores: Latest Ptttss, JUT 



CASE HISTORY- 
FINANCIAL 




Makes Sweet Music 
for Avalon Savings 



What do you think when you hear the 
familiar strains of "Avalon"? In Southern 
California, they think of (1) romantic Cata- 
lina (2 ) the Catalina radio station KB1C 
<3) Avalon Savings 61 Loan Association of 
Wilmington, California. 

KB1G adopted "Avalon" as its identification 
theme at birth 5 years, ago. Two years and 
1 100 spots ago, Avalon Savings jumped on 
the bandwagon by buying spot* immediately 
following the theme. 

Results are a cogent example of how a small 
advertiser can use association-of-ideas to 
make radio spots pay off handsomely. 

"We wanted top customer relations and 
name-build in the Lo* Angeles Harbor sec- 
tion, and we sure have it'' writes Mark H. 
Fuller, President, Ad-Research Advertising. 
l,o* \ngeles. "But abroad — what a bonus! 
From San Diego to Santa Barbara, our client 
is enjoying real stature as a progressive or- 
ganization, at both customer and commercial 
levels. We're told about it, often." 



Avalon Savings, an exclusive KB1G client, 
typifies a long list of contented advertisers 
in Southern California radio. \ our Weed 
man has the full roster. 





Timebuyers 
at work 




JOHN POOLE BROADCASTING CO. 

6540 ftuniet Blvd,. Los Angeles 26, California 
7#/#pAo/j#- HOIIywood 3-3205 

Nat. Rep. WEED and Company 



Bob Kibrick, Kenyan & Eckhardt. all-media buyer for Sprj and 
RCA. feels that there's too much '"robot" bu\in<r toda\ . "Clerical 
detail, standard procedures, inadequate audience measurements.'' 
he says, ''all interfere with the exercise of judgement which is part 
of the job of the professional timebuyer.' Bob thinks that automa- 
tion in media departments is com- 
ing soon. "The machines that will 
assume the clerical routines will 
not create any more robot buying 
than we alread\ have with us. In- 
stead, thev will reduce it/' Bob 
has been advocating a complete 
switch to mechanization which 
would clear away details. "More 
than three years ago I suggested 
to Standard Rate and Data Serv- 
ice the possibility of establishing 
an over-night all-media estimating 
service. With systems already in use in other businesses, and with 
today's computers and teletype equipment, this project could get 
underwa\ tomorrow . Combined with automatic data sen ices from 
Nielsen, and an automatic availability service from the station rep- 
resentatives, media-buying routines would be handled fast and 
accurately, leaving more time and place for buyer's own judgement." 

Philip A. Stumbo, McCann-Erickson. New York, timebuyer for 
The Bulova Watch Co.. comments: "'As part of the timebmer's job. 
I feel that a thorough knowledge of the product and market distri- 
bution analysis will help a great deal in making timebuying deci- 
sions. To plan a successful advertising campaign, it is necessan to 
have certain vital data on the 
product and the market where the 
product is to be advertised. Data 
concerning the quality, price and 
competition are some of the im- 
portant factors which should be 
considered in making the product 
analysis. As buyers, we should be 
as well informed about the prod- 
uct being advertised as we are in- 
formed about the stations we huv 
in a market. As to market dis- 
tribution anahsis. it's advisable to 
know the size of the market, buying power, sales figures in each 
territory and of course the t\pe or class of people, their location, an- 
nual income, education, occupation and size of families. I am sure 
that with the results of this anahsis a huver will be able to have a 
better understanding of the complete picture of advertising and 
therefore perform more effectively the job of a good timebuyer." 
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The Quodrongle in Fort Sam Houston 
represents San Antonio as the center 
of the notion's largest concent rot ion 
of permanent army and air force in- 
stallations. The combined military pay- 
roll is over $250,000,000.00 annually. 











EXPRESS-NEWS STATION 





I £A'.H ' E Lt V I il ON WAkK* 
ERi S ONLY ONE LEADER. 




N SAN ANTONIO, IT S KENS-TV 



<!!> 




SAN ANTONIO, TEXAS 



{PRESENTED BY PETERS. GRIFFIN, WOODWARD, INC. 



See the latest — ARB, PULSE. R0RABAUCH 



IN THE AGRICULTURAL HEART 
OF THE PACIFIC NORTHWEST 




Wenafxhee, Wash. 

SERVES 20,000 
RADIO FARM HOMES 



KPQ covers this diversified farm area 
from every angle, with the most com- 
plete farm news available. In fact, KPQ 
is the only radio station in Central 
Washington with a full-time farm news 
editor. 



MEET OUR 
FARM NEWS 
EDITOR 




JACK JETT 

A native af Wenatchee, with a back- 
ground af orchard, wheat, and cattle, 
ranch wark; U af Wash. Schaal of 
Journalism; formerly full-time ag edi- 
tor far Wenatchee World; has con- 
tributed farm articles to AP. UP, 
INS, Spa* esmo n • R ev/e w* Seatt/e P-t, 
Seattle Times, and wel I- known farm 
publications; member. Wash. State 
Horticultural Assn., Cattlemen's Assn., 
Crap Improvement Assn., Wheat 
Growers Assn., Nat'l Assn. Radio & 
TV Farm Directors, American News- 
paper Editors & Reporters Guild. 

TWO FARM SHOWS DAILY: 

5:25 AM to 7 AM 
12:30 PM to 1 PM 




5000 WATTS 

560 KC 
(ABC-NBC Affiliate) 

National Reps: 

FORJOE & CO., INC. 

Seattle & Portland Reps: 

ART MOORE & ASSOCIATES 

Wenatchee, Wash. 
Apple Capital of the World 



by Bob Foreman 



Agency ad libs 




Are'admen good programing judges? 

Reams of copy have already been written 
about Cinderella. CBS has stated 100 million 
people viewed it. However, this tv extrava- 
ganza provides a case in point about tv criti- 
cism well worth a line or two more. 

First, let me state that 1 viewed the opus in 
color. Second, I was enthralled bv it. I feel, 
though, that I am enough of a pro to be able to 
consider the values of the production on their merit without being 
carried away by the visual hues. I honestly believe that the other 
elements necessary to a fine program were neither ignored by me 
nor inflated by the color (which was unquestionably beautiful). 

So to three categorical statements about Cindy. Everyone who 
saw the show in color to whom I talked loved it. 

Most of the folks in our business who viewed it were critical of it. 

Everyone who is a typical viewer (to whom I talked) enjoyed it 
thoroughly. 

Criticism is always rampant in our fair industry by those quali- 
fied and not. It has a 12-month open season but it generally seems 
to take predicable and definite directions. 

Cinderella had all of the mechanical advantages 

In my opinion, Cinderella bad just about everything. This in- 
cludes a fabulous budget. A great slice of time. A long line-up. 
Terrific pre-promotion. Unparalleled w ord-of-mouth. So much for 
its mechanical advantages. 

In addition, the program was blessed with every kind of talent 
imaginable from R and H to the arrangements of Robert Russell 
Bennett and the direction of Ralph Nelson, including, of course, a 
great line-up of stars starting at the top with the incomparably de- 
lightful Julie Andrews. 

For these reasons, "people"' including li'l ole me had to like the 
show. And like it they did! They enjoyed its charm, its refreshing 
naivete, the new dimensions brought to the yarn by the fey perform- 
ances of Howard Lindsav and Dorothv Sticknev. the delightful 
whimsies, novel to the storv. of the two sisters and Momsie and 
Edie Adams as a down-to-earth Fairv Godmother. Thev could not 
help but enjoj the camera effects which the great sets made possi- 
ble, and from which Ralph Nelson got the very most. 

Well, with all this in her own little corner, whv didn't the wise 
money go for Cindy? What was lacking, if anything, to cause such 
a variance? Something rather basic. I'm afeard: not in the pro- 
duction itself, but in the very different thresholds of appreciation 
that exist between regular viewers and trade viewers. 

In the first place, this is a rather cynical business — a business of 
cynics. I guess it has to be. Life is short. Time is fleeting — and 
time-slots expensive. Insecurity is the order of the da\. Jealous) is 
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KRON is TV in $f 




BEST TV FIGHTS 

M.m.. Wc<l. 7.30 I'M 

17.1 ABB 
AVAILABLE 



S F 



CHRONICLE • NBC AFFILIATE . CHANNEL 4 . PETERS. GRI FFI N . WOODV. 
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REPRESENTED BY 



JOHN BLAIR AND CO 




Agency ad libs continued 



• • • 



second nature. Hut- -1 don't mean to malign my confreres. Merely 
to point out why it is so difficult for them to enjoy a simple, corn- 
hall, fable that essentially is as old as rock painting and as trite as a 
politician's opening remarks and as lacking in suspense as a disk 
jockey's script. Yet a fable that can be engrossing and rewarding 
to its audience. 

Here's why: it's too difficult for our tradespeople to get ordinary, 
to forget the plot structures and dissemhlances of the theater and to 
sit back and enjoy themselves. We can't blame them for that — nor 
can we, though, take much credence in their critical judgment of a 
vehicle which was calculated to reach grownups and adults viewing 
in their homes on a Sunday night in 200 different U. S. cities 
simultaneously. They aren't quite capable of this! 

To me it was amazing that Rodgers and Hammerstein were able 
to translate their talents normally confined to the Broadway the- 
ater to satisfy an all-family audience about 20 times greater than 
the one which saw Oklahoma on the New York sta^e. Thev achieved 
this without banality, saccharinity or condescension. 

Several of the tunes were lovely. Some of the lyrics were spark- 
ling. As I mentioned before, the twist put on the sisters, the Fain 
Godmother and the King and Queen were gratifying, a tribute to all 
who played a part in the show — especially the casting director, 
director and performers. 

To me the biggest achievement in Cinderella was that it played to 
the biggest mob in history and yet it brought to this audience so 
much of real worth. Such is not eas> ! 





v 4 



Cinderella was a simple, cornball fable, but with incredible charm and naivete 
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in Kansas City 



if you want teletype 
rural reporting 
there's a place to go 




but if you want 
on-the-spot 
farm coverage 
in Mid-America 



KCMO radio 



^Director of Agriculture 
Market Reporter 
Form Reporter 



Jock Jockion 
George Stephens 
Jack Wise 



KCMO -Radio Kansas City 810 CBS 



1 


« 






KMC 


p -# mm* 


PKor niK 




\ ! 0 V *' 


* 


Omaha 




affiliated 


with Better 


Homes and 


Gardens 



Joe Hartenbower, General Mgr. 
R. W. Evans, Commercial Mgr. 

Represented nationally by Kat* Agency 

KCMO . . . one of Meredith's 

Big 4 . . . All-Family Stations. 
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KCEN-TV is the 
Leading Station 
in Texas 7 5th 
Television Market 



Between the first four major 
markets of Texas is a giant 
fifth. Xot until KCEN-TV 
developed a television service 
w i t h a tower TALL 
ENOUGH and program- 
ming GOOD ENOUGH was 
this important fifth market 
covered — really covered — bv 
a single medium. Now, thanks 
to Nielsen, what we have 
ahvavs contended is a matter 
of record. KCEN-TV is 
acknowledged as "THE 
LEADING STATION IN 
TEXAS' 5th TELEVISION 
MARKET. 



*833 feet 

*830 feet above average terrain. 



NIELSEN NCS 



No- 2 -NOV. 1956 

KCEN-TV Station B 



No. of TV 
Homes in Area 



Monthly 
Homes Reached 



Daytime 
Weekly NCS 
Circ. 



Daytime 
Daily NCS 
Circ. 



Nighttime 
Weekly NCS 
Circ. 



Nighttime 
Daily NCS 
Circ. 



106,370 



88,040 



76,760 



56,700 



83 010 



68,420 



87,040 



66,270 



55,410 



39,650 



62,820 



49,940 



SERVING THE TEMPLE-WACO MARKET 
AND ALL CENTRAL TEXAS 



KCEN-TV 




INTERCONNECTED 




AFFILIATE 



33 Counties Served According to 
Nielsen Survey No. 2. Inquiries as 
to details invited. 




National Representatives, Ceorge P. Hollingbery Co. 
Texas Representatives, Clyde Melville Co., Dallas. 



News and views for women in 
advertising and wives of admen 




Women's week 



WostwarcNio : Broadcast and advertising gals who've dreamed of 
moving to the Pacific Coast one of these days might take note of 
these statistics gleaned from sponsor's mid-April survey of the 
Los Angeles area: 

There are about 200 agencies in Los Angeles alone. LA's also a 
beehive of network tv production activity and the tv film com- 
mercials business on the Coast is booming. 

Once she's got a job. a gal in LA will find cost of living far lower 
than in New York. One agency gal fresh out of New York is paying 
$51.50 a month rent next door to fashionable Magnin's department 
store, for a furnished three-room apartment including utilities. 

A JWT film producer is paying $150 a month for a four-room 
apartment in Beverly Hills (with pool!). An assistant film pro- 
ducer has a mountain retreat in Laurel Canvon for $75. with °rara°re. 

Clothes budgets can be reduced because of the one-season climate 
year-round. Standard wardrobe in sporty Los Angeles is cashmere 
and skirts for the day. cottons with jackets at night. San Francisco 
goes in for dressier prints, has more formal winter season. 

Drawback: In Los Angeles, the traditional West Coast ratio of 
more men than women is reversed by the movie colony and the 
army of hopefuls. Xot to be ignored is the fact that salaries too 
tend to be some 20% to 25% lower in the under-$10.000 salary 
range, according to advertising jobs expert Walter Lowen. 

AWRT Convention Highlights: On Friday morning. 26 April, 
the American Women in Radio and Television probed into an 
age-old mystery that's defied philosophers throughout history: What 
motivates women? 

One of the highlights of the four-day AWRT Convention held in 
St. Louis between 25 and 28 April was the Friday panel discussion 
titled "Why Women Stop, Look, Listen and then Buy." 

AWRT president, Edythe Fern Melrose, well-known Detroit broad- 
caster, chaired the meeting, and Bea Johnson, KMBC, KFRM, 
KMBC-TV, Kansas City, Mo., was moderator. 

The three panelists were John A. Cory, v.p., Peters, Griffin, Wood- 
ward, Chicago; Norman R. Glenn, editor and publisher, SPONSOR; 
Louis Hausman. v.p. in charge of advertising and promotion, CBS 
Radio, New York. 

(For a detailed analysis of women's service shows see page 38.) 



"Advertising Miss": The recently crowned queen of the ad world, 
Glory Ickes of J. M. Mathes Co.'s radio-tv department, will be an 
honored guest at the Advertising Federation of America convention 
starting in Miami on 8 June. 

Voted "Advertising Miss" of 1957 on 4 April at the Biltmore, 
New York, Glory Ickes is the second annual "glamor representative'' 
of the advertising industry. Her functions include guest appearances 
on radio and tv shows, going to advertising lunches as part of an 
effort by the New York Association of Advertising Men and Women 
to promote the role of women in advertising. 
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BOB PARKER 

Farm Director 
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GIVES PERSONAL SERVICE * TO 









OUR COW'S NAME IS TILLIE VISION. 
TAKES FOUR "HIRED HANDS" (AND CBS) 

TO FEED HER! 
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* ONLY 



KWKW 

REACHES AND 
SELLS THE 
573,000 
SPANISH 
PEOPLE WHO 
LIVE IN 
GREATER 
LOS ANGELES 



* THIS SINGLE 
GROUP SPENDS 
MORE THAN 
$1,300,000 
PER DAY 



* FOR THE 

LOWEST COST- 
GREATEST 
EFFECTIVENESS... 
TELL 'EM & SELL 
'EM IN 

SPANISH! 



49th and 
Madison 




KWKW 

PASADINA'IOS ANGE1ES j 

y . Spanish Language 
X" * Station 

Jl^X'**' " — 



LA.— RYan 1-6744 
S.F. — Broadcast Time Sales 
Eastern Rop. National Time Sales 



Tv commercials without words 

Having read sponsor for a number of 
) ears I have never felt the need to 
write \ou correcting any statement of 
fact. 

However. ) our issue of March 30. 
1957 made such to do over Standard 
Oil of Ohio's use of their wordless tv 
commercial. 1 felt a need to toot our 
own horn (Shell Oil Co.). 

The concept of a wordless tv com- 
mercial is not so new or daring in our 
book. Over two vears ago with a big 
help f rom our agency, J. Walter 
Th ompson, Shell produced and used a 
wordless 2()-second tv commercial. 

Our 20-second spot show ed a cut- 
out Shell Emblem through which the 
written cop) appeared moving up. At 
the same time the words appeared on 
the screen, the audio gave the message 
via Morse code. 

Just felt 1 had to mention this, 
which adds weight to the old bromide. 
"There's nothing actually new under 
the sun." 

E. S. Schulman, sales promotion- 
advertising, Shell Oil, St. Louis 

Where do U stations go from here? 

In the March 9th issue under "Wash- 
ington Week"' you opened up with the 
following two lines: "Despite the pro- 
ceedings now under way. the FCC has 
no intention of shifting all — or even a 
major part — of television broadcasting 
to uhf. It certainly won't be done for 
years, and certainly not without posi- 
tive assurance that uhf can do the job 
as well as vlif." 

As a uhf CP holder since 1952, one 
that has throw n himself upon the 
mercy of the FCC — I was interested in 
the quote "not without positive assur- 
ance that uhf can do the job as well 
as vhf." We bright-eyed radio boys 
who were unsuccessful in getting V 
were listening to the orators of the 
FCC and the manufacturers of trans- 
mitting equipment— we were told that 
there was absolutely no difference be- 
tween uhf and vhf. That the onl\ dif- 



ference was in the allocation. I was 
interested to note that the Chairman of 
the FCC (to give him credit for he 
wasn't around when this thing started ) 
infers that the FCC needs assurance 
that uhf is as good as vhf. 

So. where do we go from here? 
Victor C. Diehni, pres. and gen. mgr., 
Hazleton Broadcasting, llazleton, Pa. 

How they sell farm radio 

The articles "How they're selling farm 
radio today" and "How stations sell 
farm radio toda\ which appeared in 
) our March 23 and March 30 issues of 
sroNSOR magazine w ere splendid. 

As you perhaps know, our National 
Association of Television and Radio 
Farm Directors has as one of its major 
projects this year the preparation of 
a brochure and two slide presentations, 
one on farm radio and one on farm 
television. Our sales promotion com- 
mittee, w hich is developing these pres- 
entations, is under the direction of 
Chairman Mai Hansen. WOW. Omaha. 
Nebraska, Vice-Chairman Bob Parker, 
WBAY, Green Bay. Wisconsin, and 
Donald Lercb. Jr.. of Donald Lerch. 
Jr. and Company. Washington. D. C. 
The committee has set September 1 as 
the target date for the unveiling. 

Jack Timmons. XATRFD president 

KWKH, Shi eve port 

No mail order on W6N 

In your March 30 issue (page 10, 
paragraph three) you carry mention 
of mail order business on radio and 
make a reference to WGN. 

We were a bit disturbed to see this 
because, as you know, the policy of the 
new administration of WGN. Inc. pre- 
cludes the acceptance of mail order 
business, "pitch" accounts or commer- 
cial religion. This policy went into 
effect as soon as I began to conduct 
regular weekly management meetings 
prior to mv officially coming to the 
company on August 1. 1956. 

Ward L. Quaal, v.p. and gen. mgr., 
fFGi\\ Inc., Chicago 
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oday, in the nation's Capital, 

Nielsen proves most radios 
are now tuned to WRC ! 
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NSI Report -Washington. D. C , Area-January 1957 



In Washington's 17- radio -station-market, such an overwhelming 
vote of confidence carries over in force to WRC -advertised products. 
Let WRC Radio speak for you in the nation's booming Capital! 

the NEW speaker of the house 



WRC -980 



SOLD BY 



SPOT SALES 



WASHINGTON, D.C. 
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All-new surveys sltoic it again! 

When the kids go away . . . 

Kansas City radios stay . . . with W H B ! 



Let's look between 9 a.m. and 4 p.m. Monday through 

Friday — and see what happens to Kansas City radio 

listening when "all those teen-agers" are at school. 

WHB continues its domination! According to every 
major survey, every one of the 140 quarter hours from 

9 to 4 belongs overwhelmingly to WHB. This, mind you, 
when there are no teen-agers available. Jso wonder WHB 
carries regular schedules for virtually every major 
Kansas City food chain — including A & P, Milgram's, 
Thriftway, A & G, Wolferman's and Kroger. Let the 
Blair man tell you WHB's dramatic 9 to 4 story. Or, talk 
to General Manager George W. Armstrong. And while 
you're at it, get the whole day and night picture! 



WHB 



10,000 watts, 710 kc. 

KANSAS CITY 



The Storz Stations 



WDGY 

Minneapolis-St. Paul 



WHB 

Kansas City 



WQAM 

Miami 



Represented by John Blair & Co. 



WHB— FIRST 140 OUT OF 140 
1/4 HOURS BETWEEN 9 and 4! 

AREA NIELSEN, whb in first 

place 140 out of 140 quarter-hours. 

HOOPER. WHB in first place 140 
out of 140 quarter-hours. 

PULSE. WHB in first place 140 out 
of 140 quarter-hours. 

WHB's share of Area Nielsen Total 
Station Audience: 46%. 




KOWH 

Omaha 



WTIX 

New Orleans 



Represented by Adam Young Inc. 
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MR. ADMAN, YOU'RE MISSING THE BOAT 

So say broadcasters who point to mistakes made by buyer* in 
merchandising, commercials, programing and buying strategy 



A 



dvertisers spend millions of dollars 
annually for audience research, copy 
research, market research, motivation 
research and sometimes even research 
to check their research. About the 
only form of research that's missing is 
broadcaster research. 

Admen simply do not get a chance 
to tap the thinking of the stations who 
are the ultimate carriers of their ad- 
vertising — with rare exceptions. 

Whv this should be so is no mvs- 
terv. The salesmen at Macv's don't 
tell the customers they're wronjr. 



by Miles David 

either. What s more, in the -tat ion 
outness you frequent!) don't even see 
your customer from one year to the 
next. 

Because chances for exchange of 
constructive criticism are so limited. 
SPONSOR this month has attempted to 
set up a two-way communications link: 
In the 6 \pril issue, sponsor carried 
the article. "You're missing the boat." 
in which admen vented their gripes 
about stations. Then at the NAHTB 
convention SPONSOR asked broad- 
casters for their frank views on adver- 



tiser- and agency men with the prom- 
ise that the\ would remain an«>n\mon*. 

^ on misrht a->unie that, nm e freed 

v. 

fn»m fear of identification, -ellers 
would ha\ e a field da\ w it h petty 
gripe- and finger pointing. Hut thi- 
is not the mood of tod;i\ - broadcaster. 
He nets mad underneath hi> >20 -hi rt. 
\es. But u-uall\ with -olid reason. 
sponsor belie\ es that the ad\ ertNer 
who pays close attention to the com- 
plaints of broadca>ter< can literally 
save the thousands of dollars now- 
spent in wasted motion and emotion. 
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broadcasters have healthy respect 



t admen, sometimes situations arise which 
hem picture buyers as shown on right 



Here, roughh in the order of inten- 
sity are the thing? broadcasters might 
tell von if \<>u weren't a client and/or 
if the\ knew you well enousrli through 
davto-da\ personal contact: 

I . Merchandising and promotion : 

High up on the list of station gripes 
are audience promotion contests run 
b\ sponsors of network television 
shows. Many major station operators 
sa) thc\ have outlawed these contests 
because they lure promotion people to 
give one client disproportionate atten- 
tion. This is (a) unfair to other cli- 
ents and (hi had business, in their 
opinion. 

Big station operators say that most 
of the audience promotion contests are 
won by the smaller station simply be- 
cause the big station refuses to com- 
pete. Said a veteran who operates a 
tv and radio station in a Southern 
market: ''Advertisers are putting mon- 
e\ into prizes, perhaps under tbe as- 
sumption that they are giving their 
program a hypo nationally. But what 
the) 're getting is the fringe. They'd 
be better off to invest the same effort 
in smarter gimmicks every station 
could use and would be willing to use." 

Station managers have tbe impres- 
sion contests for audience promotion 
people in tv, and for d.j/s in radio, are 
on tbe increase. Many mentioned a 
recent speech by David Partridge, 
president of tbe Broadcasters' Promo- 
tion Assoc. and sales promotion mana- 
ger of the Westinghouse Broadcasting 
Co. (at the Ohio Assoc. of Radio and 
Television Broadcasters ) . Partridge 
condemned this t)pe of contest un- 
equivocal!) as a "bribe." 

A minorit\ of station men either 
have no active dislike for the contests 
or consider them a legitimate part of 
audience promotion. The promotion 
manager of a national station group 
who favors contests made this sugges- 
tion, however: 

"If national advertisers want partici- 
pation from big stations, the) should 
have a separate contest for each class 
of station. Then the big station which 
can t afford to go all out for an) one 
advertiser would have a chance to win: 
toda\ its chances are nil against tbe lit- 



tle station which real!) wants to win.' 

Manv stations criticize attempts of 
advertisers and agencies to get free 
merchandising aid on almost the same 
grounds used in reference to contests. 
S^id an East Coast station manager 
who's active in manv industrv groups: 

"If advertisers put the same sweat 
into providing us with good merchan- 
dising material to work with that tbev 
do into cajoling us to spend mone) for 
them, thev'd be wav ahead. 

"What reallv amazes me. * said a vet- 
eran industry idea man who runs both 
a radio and tv station in a Midwest 
market, "is the way advertisers are so 
easily fooled about merchandising. We 
recently lost some business on our ra- 
dio station to another station in town 
which promised a lot of merchandis- 
ing. Maybe what Tm saving is preju- 
diced for that reason but I don't reallv 
think so. I know the merchandising 
job our competitor does through years 
of observation. And it amounts to vir- 
tually nothing. A few 7 spotty displavs. 
a little mailing and then they send a 
big portfolio of samples to New r York. 
The wonder is that advertisers don t 
see through the dodge.' 

"The real pity." said one station 
sales executive, "is the way advertisers 
fail to merchandise radio campaigns 
to their sales forces. We've succeeded 
in selling advertising management on 
radio. But if they don't in turn sell 
their salesmen and dealers, thev aren t 
going to get the maximum out of ra- 
dio. This is one form of merchandis- 
ing our station goes out of the w T ay 
to give advertisers." 

There are as many opinions on what 
constitutes a fair amount of merchan- 
dising as there are stations. Some 
won't do any. Others go all out. But 
there is widespread agreement that few 
advertisers know how to go about get- 

ARTICLE IN BRIEF 

SPONSOR gave admen chance to of- 
fer constructive criticism to stations 
in 6 April issue. Now stations get 
their innings. Promotion contests 
draw most fire; "canned" commer- 
cial strategy is criticized; buying with 
closed mind raises blood pressure. 



ting cooperation from stations wdiich 
do merchandising. 

"You wouldn't believe," said a 
smartly dressed lady promotion execu- 
tive from a Midwest station, "how 7 
man) requests 1 get for extensive mer- 
chandising help sent out on a purple 
Ditto form with my name spelled 
wrong." 

The lady in question isn't inclined 
to stand on ceremony. What reallv 
raises her blood pressure is the philos- 
ophy behind the sloppy Ditto request. 
The agency sending it is in effect say- 
ing: "You're not important enough to 
rate a personal letter or a well thought 
out set of suggestions. But here's 
what we want. You go do it." 

What she generally does, said she. is 
toss such requests into the waste bas- 
ket to make room on her desk for re- 
quests from admen with more intelli- 
gence and courtesv. 

The moral for advertisers is clear. 
If vou consider merchandising in the 
form of contact with your trade, dis- 

¥ 

plays and special promotions an im- 
portant part of your marketing strat- 
egy, treat it that way. Don't waste 
time yelling for help. Instead, sit down 
and dope out practical suggestions for 
the broadcasters and ask for them as 
one gentleman (or lady) to another. 

A veteran promotion man said it 
would pay for agencies to hire mer- 
chandising specialists who did nothing 
hut travel the country familiarizing 
themselves with what stations can and 
will do. "You can t learn this out of a 
letter," he said. "Most stations are re- 
luctant to make flat statements of pol- 
icy because they couldn't possibly do 
the same job for everyone. But once 
)Ou get to call the station people by 
their first names it becomes simpler to 
achieve cooperation. That's the way 
human nature always works."' 

2. Commercials : It's in keeping 
with the mature attitude of broadcast- 
ers that they express concern over the 
commercials advertisers send them. 
They stand or fall, after all. depending 
on how well the commercials do and 
thev are wise enough to recognize it. 

These were three important points 
made bv as manv broadcasters: 

ml 

• "Advertisers should use more lo- 
cal live tv commercials. The vast ma- 
jority today are on film. Yet we. and 
most other big station operations, 
pride ourselves on our long-established 
tv personalities. I think these local 
(Please turn to page 66) 
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RICHFIELD'S OWN "SUCCESS STORY" 



"Institutional" show called "Success Story" turns out 

•r 

to he highly effective in delivering business for 
West Coast oil company which spends million on air annually 





Broadcast planning i> supervi-ed by Dorr WaWi (I), v.p.. Ilix^on & Jorgrnscn 
auencv. I . \., and Kai Joi"en>en. exec, v.p.. <M in I nion Pacific yards for iv remote 



I LOS ANGELES 
f an oil company's advertising can 
sell both the bulk buyer of gasoline — 
a giant airplane manufacturer, for ex- 
ample — and the small consumer who 
operates a '52 Dodge, it's achieved the 
best of all possible worlds. 

Such is the case with the Richfield 
Oil Corp. in Los Angeles which has 
developed its own petroleum heaven. 
It reaches its three prime buying tar- 
gets with three variations of the air 
media, but each variation has a special 
target group. 

Richfield reaches blue-chip pros- 
pects, the major industrialists on the 
West Coast, with a unique live tele- 
vision program series. It sells the 
consumer with a continuing series of 
animated tv announcements. It backs 
its 4.500 gasoline stations with a 26- 
vear-old radio show. 

All this broadcast effort adds up to 
about SI million annuallv. somewhat 
less than 50% of the total ad budget 
and a gain from 30% of the budget 
just a year ago. Tv and radio, with 
heavy outdoor, lighter newspaper and 
still lighter magazines, combine to po- 
sition Richfield as No. 1 in terms of 
gallonage in many areas. No. 4 or 5 
in the greater Los Angeles market. 
Its competition is seven major oil com- 
panies, most of which are national in 
terms of dealership, distribution and 
advertising. 

Richfield, at one time a relativelv 
small regional producer, now saturates 
six West Coast states: California. 
Washington. Oregon. Idaho. Nevada 
and Arizona. It produces, refines and 
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sells some 300 petroleum products 
tli rough these 4,50(1 leased gasoline 
stations — not one of which is company 
operated. ( It's no relation now t<> 
Richfield of New York although the 
two eompanies were once linked. I 

The gasoline stations in effect he- 
come another type of "customer" for 
Richfield. So all advertising is inter- 
woven to estahlish a Richfield person- 
ality and concept with its three cus- 
tomer groups: the bulk buyer, the in- 
dividual consumer, the franchisee! 
gasoline station. 

Kai Jorgensen. executive v. p. of Hi\- 
son & Jorgensen advertising aszenev in 
Los Angeles, sa\s Rich field's advert is- 
ing objective has always been to estab- 
lish a distinct company personality 
first and to sell gasoline second. I The 
same basic agency group has serviced 
the account for 20 years, but the pres- 
ent agency is an outgrowth of the 
former Ilixson-O'Donnell. I 

Much of Rich field's own company- 
personality has developed through use 
of the broadcast media. A corporate 
image of warmness, reliability and 
quality has evolved from sponsorship 
during the past 26 years, explains Leon 
H. Thamer, agency account executive. 

The agencv. Thamer sa\s, works un- 
der this type of directive from Rich- 
field : "We want complete identifica- 
tion with all our advertising, so that 
we never co-sponsor a program series. 
We try to establish our own radio and 
tv personalities and programs so that 
they — and what they represent — are 
ours exclusively. We alwa\s soft sell. 
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We ve alwa\s had the green light from 
the client in exploring new ad\erti-ing 
possibilities. 

I oda\ s radio and t\ -ehedule- re- 
fleet this exploration. The\ were new 
in concept and teehni<|iie when the\ 
originated and they remain new and 
fresh toda\ beeaiw uf eontinnou- 
change* in eontent and cop\ to match 
the changing times. 

The Rich field Reporter v aired on an 
NBC Radio reuional network of 21 -la- 
lions, has been on the air six da\- a 
week, 52 weeks a year for 2(> year-. 
Ibis >how. believed b\ the auein \ to 
be the olde-t continuously sponsored 
new-ea.-t in the country. i- Richfield - 
ba^ic broadcast buy. It reaches 
throughout tin* entire six-state area, in 
rural as well a* urban centers. It 
fling- out a wide coverage net into 

which, sooner or later, the agenc\ be- 

«. 

lieves e\er\one is drawn to tin* 10 to 
10:15 nightly time slot. 

Richfield Reporter \< de-igned to 
reach two of Richfield- con-nming 
units the gasoline retailer and tin* 
automobile di i\ er. 

lint the dollar empha-i- i- on tcle- 
\ ision — both spot and local program- 
ing. Some $300,000 worth of an- 
nouncements la-t \ ear wa- di\ bled 
anions: about \ { ) stations in 1 1 mar- 
kets. Firm 52-week vhedule* provide 
for animated film commercial- 10 and 
20 seconds long in prime time period-. 
This tv coverage encompa— e- metro- 
politan area population-, w ith eop\ 
following the lead -et for all Ri< hfield 




Production crew »f «"> 
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RICHFIELD SUCCESS continued 

on>uiner advertising. This plugs gaso- 
line almost exclusively, and its premi- 
um grade of gas (the other grade is 
regular) . 

But the biggest broadcast \ enture 
for Richfield is an ambitious project 
which began seven \ears ago. It's a 
half-hour television program called 
Success Story, and it's lived up to its 
name even week of the seven \ears, 
sa\s Jorgensen. It was conceived as a 
documentan of the succes> shown bv 
large local companies in the Los An- 
geles area. 

Since then, after a long histor) of 
live remotes from plant and industrial 
sites, the client has expanded the for- 
mat to two other areas. San Francisco 
and (next month I Seattle. The scope 
of this production effort is king-size: 
52 half-hour live remotes even year 
in each of three cities, all under direct 
supervision of the agenc\ staff. Each 
program in each market, however, has 
its own local production, research, 
writing and camera crew T in addition to 
Richfield assigned representatives. 

1 he\ scout each market for Success 
Story possibilities, arrange for future 
reportage via four on-the-spot cam- 
eras, stake out their shots and the se- 
quence, write a script, rehearse the 
>how and put it on the air during a 
top tune-in nighttime period. KTTV 
set the pattern seven years ago in Los 
Angeles. In San Francisco, KGO-TV 
started the program four years ago. 





Ad manager «f Richfield is Fred 

M. Jordan, who \ik<*> >oft-*eH approach 

Richfield Reporter, <>n radio 26 

\rar>, ha- featured John \\ aid for 19 




Seattle, the third in what ma\ prove to 
be an even lengthier city list, will see 
its first show on KING-TV 7 May. 

Both the viewing audience and the 
compaii} like the series. sa\s Thamer. 
"In Los Angeles we have, for example, 
an audience of some 400.000 persons. 
In San Francisco, we've hit as high as 
an lo or 20 ARB rating, and the 
average is probabh 11. In all cases, 
our audiences are steady and loyal." 

But the big bonanza for Richfield is 
its own success storv with these manu- 

m 

article: in brief 

Richfield Oil Corp., Los Angeles, 
spends $1 million a year on regional 
network radio, local tv, spot. Its goal: 
pre-sell bulk buying prospects, the 
car driver, its 4,500 affiliated gas 
stations. Original broadcast patterns 
have shaped its present personality. 



facturing companies and in the reac- 
tion of their management groups. The 
oil company has signed many new ac- 
counts on the basis of this initial tv 
contact. Every big industrialist is a 
prime prospect for gasoline and oil 
products, and the Kaiser Steels. Doug- 
las Aircrafts and Superior Honeys in 
many cases become close friends with 
Richfield through tv. And. later, many 
buy Richfield products — in bulk. 

One in every four sucb Success 
Story documentaries, however, is of a 
public service character. Richfield 
commercials are minimized, and insti- 
tutional. in the other three Success 
Story shows. But on this fourth pub- 
lic service program, they are elimi- 
nated altogether. For the public serv - 
ice shows the 25 people in the remote 
crew travel to the Braille Institute for 
the blind, a Red Cross hospital ship in 
the San Francisco harbor, the opening 
of a flower sbow T benefiting charity. 

This public service effort in the 
three Success Story cities is an exten- 
sion of an active community service 

w 

programing plan which started 10 
years ago. long before the network 
cables were installed and before na- 
tional programing on peak-interest 
news events was available. 

Richfield set up its own 11 -station 
California network when MacArthur 
returned from the Philippines, picking 
up scenes from 1 0 different remote 
sites as the general arrived at the San 
Francisco airport and moved into the 
center of town for a huge welcoming 
parade. The sponsor spent $35,000 
for this pickup, an unheard of cost in 



those daj s and one which actually 
"probably covered only a tenth of total 
expenses."' sa\s Dorr Walsh, v. p. in 
charge of radio and tv. 

"People thought that was the worst 
buy we ever made and in terms of tv 
set circulation it probably was." he 
sa)s. "But it was the greatest buy of 
all time in terms of results and trace- 
able sales. We had to put on four new 
girls to take applications for credit 
cards the ver\ next day/' 

Richfield covered the Japanese Peace 
Treat) meetings, aired the Salk polio 
vacci ne report d i rect from the Uni- 
versity of Michigan at Ann Arbor, sent 
its tv producers to the national politi- 
cal conventions in '52 for live shows. 

Today, the pattern is programing 
and spot. By far the largest portion 
of the spot budget goes to tv. although 
occasionally a radio push will be used 
for a new product. In spot tv, the 
client prefers high-rated position to 
frequency and buys perhaps four an- 
nouncements per market per week. 
Three commercials are circulated to a 
station at the same time to allow for 
rotation and most of these are ani- 
mated. 

All of the advertising money comes 
from Richfield's own budget. The only 
co-op allowance is for heating oil in 
the Northwest. I This is a pattern 
quite different from that of the Rich- 
field Oil Corp. of New York, which 
stresses heavy tv and radio co-op ad- 
vertising. The two Richfield concerns 
are in no way connected as each is 
owned and operated by a different 
management and stockholder group. 
Many years ago. however, they were 
associated as divisions of a single com- 
pany. See SPONSOR. 29 November 
1954, "Richfield co-op plan: 90 r r goes 
to radio-tv/') 

Fred M. Jordan, advertising mana- 
ger of Richfield, also directs all sales 
promotion activities in cooperation 
with W. G. King Jr.. vice president in 
charge of sales. 

Jordan, in commenting recently on 
his use of tele\ ision advertising, said: 
"At its ver\ earliest emergence as an 
advertising medium, television com- 
manded the attention of Rich field's 
marketing group. We were among the 
first to sponsor tv programs here in 
the West. As the value of the medium 
has increased, so has its share of our 
advertising budget. We shall continue 
to stud\ the most effective methods of 
getting results from it." 
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FILM SYNDICATION'S 1957 SPIRAL 



Nagging worry about features evaporates as sales slant up. 
It looks like there*!! be plenty of fresh product available 



T 



he syndication business is hum- 
mins: these da\ s. 

Business is not only pood. It s great. 
By fall, if the current siuns are cor- 
red. tlie syndication larder will he 
fairh bursting with new product. A 
number of top distributors who lia\e 
kept their hands olT the first-run mar- 
ket arc comins: back in. 

The air of confidence is unmistak- 
able. The nas&imr worn anions: s\n- 
dicators about whether features would 
put a crimp into half-hours has evapo- 
rated. In its place are a number of 
sales offensives aimed risht back at 
the new Hollywood feature packages. 
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As for advertisers, national, region- 
al and local clients who depend on 
s\ ndicatcd half-hours for network- 
quality programing can look forward 
to one of the longest lists of new prod- 
uct in \ears. Participation bu\ers. 
and stations as well, can figure on an 
abo\ e-noimal replenishment of the tv 
program gionan. 

The shadow thrown b\ features 
across the s\ ndication field la^t \ ear 
turned out to he little more than a 
matter of s\ ndication clients holding 
up bu\ing while doing what any ad- 
\ertiser would do — examine carefulh a 
new source of programing. The tip- 



off that s\ ndication will probabh hang 
up record -ale> in 1957 came during 
la>t w inter w lion a uood half-do/en 

v. 

first-rnn-for-s\ ndication -how* cut wide 
sale< ^wath- across the L .S. and dis- 
tributors recouped their program co-ts 
with a speed that even surprised them. 

I wo straw s in the w ind : Screen 
Gems and Official Film> are re-enter- 
in 2 the fi r*t-run-for-s\ ndication mar- 
kct. the former aftor about a sear and 
a lialf and the latter aficv about two 
\ear^. Both ha\e been heav'iW J n . 
vohed in network programing with the 
Columbia subsidiar\ the source of 11 
web >hows during the 1956-57 >ea>on. 
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The heavy national sales of these seven first-run syndicated shows introduced during 




NBC FILM 



80 MARKETS NTA 



180 MARKETS CBS FILM 



"Silent Service" reached this total after 
three w eeks of M'llinjr. Sales w en* mostly 
to single markets, small regional lineups 



"Sheriff of Cochise" went on sale at the 
end of la^t summer. Clients include Na- 
tional Premium Beer, BryJcreem, Carter 



150 MARKETS 

"Whirlybirds"' was released in November. 
Continental Oil i^ using it to replace a 
wide variety of li\e and film programing 



Since netw ork tv has an ob\ ious 
appeal to the conservative financial 
instincts of program suppliers, the fact 
that this pair is taking a fling at syndi- 
cation with its slower return on the 
investment (even though a potentially 
bigger return in the long run) is a 
significant sign of the times. 

The general run of syndication sales 
is being spurred by a hard fact of 
economic life, namely, the cash-short 
position of many tv stations. The dollar 
outlay required for some of the fea- 
ture packages is considerable, as local 
tv programing goes. Even some of the 
big video outlets have been strapped 
because of it. This has given pause to 
a number of stations bracing them- 
selves for a plunge into the Hollywood 
pool. It has also, not incidentally, 
given rise to more bartering, with cash- 
short stations trading time for pro- 
gra ming. 

The slapping of block-booking suits 
by the U.S. against the distributors of 
major 11 oil) wood tv packages has 
inserted a new factor into the picture. 
The ultimate ramifications of this re- 
main to be seen. However, even though 
stations may be able to pick up smaller 
feature packages, it will not reduce 
their per-hour cost for features of com- 
parable quality. As a matter <>f fact, it 
will increase it soice discounts for 
bu\ ing in 'fnanttty w ill undoubt^')' 
be tU. order of the . 

Consequenth . unlos the feature film 
market or spot tv in general becomes 
more competitive than it is now. ad- 



vertisers cannot look forward to any 
change in the cost of participations in 
feature film shows. 

Because of the higher price tags of 
features, distributors of half-hour 
shows are pushing their economy con- 
cepts hard. Official made a special 
point about the economy of half-hours 
on a library basis vs. features at the 
NARTB convention and CBS Film 
Sales has introduced a new price plan 
for library sales wdiich sets up dis- 
counts of up to 50 r r on top of re-run 
discounts. 

As a matter of fact, having recov- 
ered from their defensive attitude to- 
ward features, swidicators are now as- 
gressively on the attack against Holly- 
wood product. Complementing Offi- 
cial's economy pitch in terms of dollar 
outlay by stations. NBC Film and TPA 
have made detailed studies designed to 
prove that when features are com- 
pared with half-hours, the latter come 
off with flying rating colors. 

While feature distributors contend 
that such comparisons hide the fact 
that half-hours often get better time 
slotting, the series distributors answer 

ARTICLE IN BRIEF 

Distributors of syndicated film are 
no longer worrying about features as 
sales of first- run product mount at 
a healthy rate. Atmosphere of con- 
fidence will probably result in one 
of the biggest list of first-run-for- 
syndication programs in a long time. 



that such slotting only reinforces the 
argument for half hours. 

New shows : With film distributors 
having their fingers in both the local 
and network programing pie. the full 
picture of what will be available for 
syndication cannot be drawn until 
web schedules are final. However, a 
number of shows are definitely sched- 
uled for syndication and some of the 
distributors will jump just as quickly 
at a big national spot multi-market sale 
as at a network offer. Here's a cross 
section of shows recently or soon to be 
released for sale. 

ABC Film: Thus far the firm ex- 
pects to offer one new series for the 
s^dicated market in the fall. 

CBS Film : Tw o shows. Gray Ghost. 
a scries built around a Confederate 
army raider, and Assignment Foreign 
Legion, are up for sale to either net- 
work or large national spot clients. CBS 
Film's Whirlybirds. released last No- 
vember, marked the re-entry of the 
network subsidiary into first-run svn- 
dication after a hiatus of two years. 

Guild: In the blueprint stage at 
Guild are two shows planned for na- 
tional sale, either network or spot- 
Capitalizing on its rights to Jack Lon- 
don material, the firm will bring out 
its second London series (the first is 
Capt. David Grief) and an adventure 
series set in the Near East. 

XBC Film: Though pilots have not 
yet been made. NBC Film currently is 
planning on two syndicated series for 
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ing rrcnt season reflect the healthy state of the business 





MCA TV OVER 180 MARKETS TPA 



115 MARKETS 



"Mule Trooper" was offered late in 1 lie 
fall. Brew <*r^ sponsoring tin* -how include 
KalstafT, Seldit/. lluinni, Curling, Schmidt 



the fall. The\ arc tentati\el\ titled 
I nion Pacific and Boots and Saddle*. 

ST A: Official Detective, one of the 
10 series being put together for NTA 
1>\ Desilu and the 20th Century-Fox 
tv production unit, is being offered 
now f o r s\ nd icat ion. ^ TA is also 
packaging Paramount shorts into three 
different formats. The Georgie Jessel 
Show, now being prepared, will in- 
corporate guest shots along with the 
shorts. .Now being offered are Funa- 
rama and The Bio, Little SIioic. The 
former, being sold in both hour and 
half-hour versions, is designed for 
youngsters and includes both enter- 
tainment and educational material, in- 
cluding cartoons. The Big Little Shou 
consists of miniature musical come- 
dies featuring such names as Samm\ 
l)a\ is. Jr., Pe<r<r\ Lee. Jimm\ Dorses . 
Eddie Fox. Ed Sullivan. liilh Daniels. 

# ■ 

Official: The debut of Official's new 
first-run-for-s\ ndication polic) came at 
the XARTB convention \\ it li / aga- 
boncL an off-beat t ravel-advent ure- 
documentan scries with a track record 
in Los Angeles and 26 episodes in the 
can. Two others, as vet unnamed, will 
be offered for next season. One or 
both of them will come from the fol- 
lowing list Official is now pitching to 
network clients: Marco the Magnifi- 

*■ - ■ 

cent, a series set in Renaissance ltal\ ; 
Stand and Deliver (meaning "Hand? 
up!*' in 17th Century England), star- 
ring Louis Hay ward; Sixth Sense, true 
stor\ of a man with extra-sensory per- 
ception; Life Size, true stories of turn- 



"I law krye and llie La^t of I lit* Mohiean*." 
went into syndication in Janriar> . L.mgrii- 
dorf Hrrad bought *how on llie \\ e^t ma-t 



ing points in the life of people, and 
Decoy, a New York Cit\ policewoman 
se r ies. 

RKO Tv: The following are probabl\ 
set for the syndicated market: Aggie 
and Sailor of Fortune. The former, 
introduced earh this \ear. featnres 
the adventures of a L T .S. fashion buyer 
in England, where the show was made. 
The latter, also produced overseas, 
features a Mediterranean background. 

IFalter Sdin immer : I hirteen hour 
e|)isodes of All-Star Golf arc in the can 
and 13 more are scheduled for shoot- 
ing in the late spring. The 20 are set 
for fall release. 

Screen Gems: Having kept its skirts 
clear of first-run-for-s\ ndication since 
Celebrity Playhouse was kicked off 
with a sale to Falstaff Brewing about 
a \ear and a half ago. Screen Gems 
returns to the fold with probably two 
or nun be three show s for the 1957-5!! 
season. The current plan is to offer 
one in June, one in the fall and one 
next spring. Production has started 
on Johnny A ighthaich. an adventure 
series about a free-lance transport 
pilot. In addition. Screen Gems will 
distribute Goodson - Tod man V 1 he 
Web. which is set to roll as soon as a 
host is signed for the series. 

Sterling: New product introduced 
by Sterling at the N All 11? contention 
included Time in for Sports. Cartoon 
Classics and Record toons. The first 
will be a summer network replacement 
but will be syndicated in non-network 
markets. If not continued in the fall 




ZIV 



80 MARKETS 



\d\rnti r«'^ "f Martin kanr," nf 
ii-ri'd f«»r in Man li i- m*l du<- lo \»- 
din-d <>n I\ Nation- ii i*l il l.»n- -priii^ 




GUILD 



130 MARKETS 



"Captain David Crp-P M-t -ail in Novem- 
ber. < "1 ifiil li-i include- s .O. <»f Califor- 
nia. DA ^unrav. Nndi and lVarl I5n-uin^ 



on tbe web. it will be syndicated abo 
in tbe network markets. Cartoon Clas- 
sics is a package of cartoon^ made 
in \ ariou^ foreign countries, broken 
down into fne-niinute episode^ with 
cliiT-hanger endings. There are fi\e 
Moric*. totaling (>5 episodes. Record- 
toons are animated \crsions of popu- 
lar children ^ record*. 

TPA: The distributor \< looking for 
a network client for Tugboat Annie 
but will sell to a national spot adver- 
tiser if the lineup is big enough. 

Ziv: It looks like Ziv will put a 
total of four shows in syndication this 
\ear. compared with three in 1950. 
\lread\ M»ld in part arc" \ric Adven- 
tures of Martin Kane placed in more 
than o() markets and set for its air 
debut earh in Max. and Harbor Com- 
mand. w huh. although it will not be 
seen until fall, has been tied up in 
about 75 markets. 55 of them for 
1 la mm Hrcw ing. Ziv is now pitching 
a pilot of Sea Hunt, a series with a 
skin-di\ ins background, to regional 
clients. The fourth entn will prol»- 
abh come out of Zi\ s supph of cur- 
rent pilots. The\ include Tombstone, 
starring Lee J. Cobb: / Loir a 
tery and Mackenzie's Raiders, the lat- 
ter a -cries with a Ci\ il W ar and p<»*t- 
Civil W ar background. ^ 
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W CLOSE IS RADIO TO BRAN 



Spending data in both spot and net radio is not inaccess 



T 



PROGRESS REPORT 



Individual brand dollar figures are 
still needed, still unavailable. Why? 



Because radio stations won't re- 



port activity? 800 stations recently 
responded to a request for such 
figures. Because clients won't co- 
operate? In an ANA survey, more 
than 80% agreed to release figures. 



he most needed figures in spot 
radio — dollar spending in that medium 
by individual brands — still lie bidden 
in the vault and only a few in the in- 
dustr) appear to be busy trying to 
work out the combination. 

One of these is the Station Repre- 
sentatives Association whicb. three 
months ago, released for the first time 
in radio history spot dollar spending 
by product category and continues to 
issue these vital reports on a quarterly 
basis. This organization, and pri- 
marily its Radio Trade Practices com- 
mittee, is still trying to develop an effi- 
cient way to collect the details of how 
much each advertiser spends in spot 
radio. But so far. according to SRA 
Managing Director Larry Webb, there 
is no concrete progress to report. 

James M. Boerst, publisher of the 
Spot Radio Report through his Ex- 
ecutives Radio-Tv Service, has shown 
the possibility of assembling spot ra- 
dio data by individual brands through 
dual sources — agencies and stations. 
At least, this week SPONSOR learned 
through the result of Boerst's efforts 
that the old alibi that stations wouldn't 
bother reporting their spot activity 
doesn't hold water. 

For some time. Boerst has been 
working through agencies with the co- 
operation of their clients to compile 
regular reports on spot radio activity. 
\earh 100 agencies and about 350 cli- 
ents supply him with information. 
However some clients still withhold 
data on their spot spending. (Boerst 
maintains that most agencies are will- 
ing to provide such facts but are ham- 
pered by client refusal.) 

To fill these gaps in his report, 
Boerst decided to go to the seller. 

Boerst contacted radio stations with 
a questionnaire in one product cate- 
gory- -soap. It listed all the products 
of each advertiser, requested the ac- 
tivity per week for each in regard to 
number of broadcasts, day or night, 
lenath and kind of announcements. 



More than <>00 stations responded! 

Boerst feels that as long as there 
are advertisers who will not allow their 
agencies to furnish spot dollar infor- 
mation, the combined agency-station 
reporting sources may be the answer 
to complete coverage in this medium. 

Actually, a strong and successful ef- 
fort to bring these figures out into the 
open, underwritten by a recognized 
broadcast industry group, will un- 
doubtedlv break down the last adver- 
tiser resistance to revealing informa- 
tion. Clients already know T that such 
information is already in public do- 
main just as are their annual reports 
on business. Thev also know T that 
they themselves need this information, 
since today no business can work 
profitably in a vacuum. 

The proof of this lies in the fact 
that right now radio advertisers are 
spending their own dollars to learn 
what their competitors are spending 
in the same medium. In other media 
these clients are getting the same sort 
of information for free. TvB's first 
annual report on spot tv dollar figures 
is already a standard working tool at 
agencies and client companies. 

Last autumn, a survey conducted by 
the Association of National Advertis- 
ers among its members reflected the 
high interest in getting spot radio dol- 
lar figures. Some 90% of those spot 
advertisers answering the question- 
naire, said a published report on spot 
expenditures and activity of other ad- 
vertisers would be useful to them. 
More than 80 r l stated they would be 
willing to authorize their agencies to 
furnish '"any operating central source'' 
their quarterly spot expenditures. 

Such a "central source^' could well 
be patterned on the TvB structure. 
Many in the broadcast advertising in- 
dustry feel that the Radio Advertising 
Bureau is the logical administrator of 
such a project since it would benefit 
both stations and advertisers. 



r 
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COLLAR FIGURES? 




THIS WE FIGHT FOR: Regular 
publication (»f I In* rad in expendi- 
ture*- of imliv idual ad\ erti-er-. com- 
parable to data from oilier media. 
( From si'ONsoif- editorial platform. ) 



the industry only wakes up 



A I! the machinery necessary to pro- 
duce periodic public reports on com- 
pan\ -1>\ -coinpam dollar spending in 
network radio is set up and in working 
order. It lias been for some time. Hut 
tbe industry lias \et to *jet tbose re- 

V V t 

ports. 

K\ ei v da v. all da\ . tbe Broadcast 
Advertisers Reports in New York mon- 
itors eacb of tbe four networks on 
tape. Tbese tapes tell tbe wbole story 
of network ad\ ei ti.Miisr aetivitv, and 
could be translated into dollar figures. 

4 'BAR is now in a position to pro- 
duce network dollar figures over- 
night." sa\s BAR s Bob Morris, "pro- 
vided somebody wants them." 

At present, about 45 of the top ad- 
vertising agencies bu\ the regular tv 
and radio reports- issued weekly by 
BAB. (In addition to monitoring tbe 
radio networks, this service also moni- 
tors 20 tv markets. In the New York- 
area, it also monitors all radio stations 
to record spot activity.) 

The BAB reports, however, do not 
translate radio advertising activity 
into dollar figures. That is up to tbe 
subscriber to work out. 

That regular!} published reports on 
dollar spending in radio are wanted 
and needed In agencies and clients 
<roe> without sa\ in<r. since many are 
spending their own mone} or fishing 
in many ponds to get such informa- 
tion. The big question is when will 
the broadcast industry itself make such 
information an industry service? 

In their complete service to clients, 
the A. C. Nielsen Co. provides pro- 
gram cost figures for network radio. 
These figures are now beinjr re-evalu- 
ated as the companv prepares a new 
and revised Nielsen Radio Index. This 
is another yardstick that a client ma\ 
use in figuring out what his competi- 
tor is spending in network radio. 

Then, of course, there are the net- 
works themselves. Tbese could be tbe 
fountainbead of all information on ac- 
tual client dollar spending. It is they 



who do the billing and therefore hold 
all the answers. 

For mail} \ ears the; supplied the 
answers through Publishers Informa- 
tion Bureau. Kach net reported to 
1MB its sales and thi> became indn-tr\- 
wide information comparable to 1MB 
reports on other media activity. 

It came to an abrupt halt in August 
1955. According to 1MB. the decision 
to discontinue reporting on network 
radio came from the networks. 

Tbe bone of contention then- -and it 
still remains — was the problem of what 
figures to report: gross or net? ABC, 
CBS and MBS reported gros< sales. 
NBC took the position that only net 
figures had meaning. But to see a net 
figure of its own alongside the gros^ 
figure of a riv al gave scant pleasure. 

Matthew (Joe) Culligan. vice presi- 
dent of tbe NBC Radio network. sav s. 
fc *Fni personally in favor of making 
available to advertisers any informa- 
tion that will help them — and making 
it available as quickly as possible. 
Now that the giants are coming back 
into network radio, they should be 
given access to every fact the\ need. 
But. ' he added, '"it i* meaningless to 
release gross sales figures without the 
reader knowing the discounts." 

At CBS and MBS. thinki usr remains 
unchanged. Since other media report 
gross sales figures, they intend to go on 
reporting gross. They point out that 
print media, for example, have dis- 
count structures too but still report 
gross. \\ hat thoughts Bob Eastman, 
president-elect at ABC. ma\ have on 
the subject will have to wait until he 
takes over his new post in Mav . 

Whether it will pla\ any part in the 
return of network radio dollar figures 
or not. one thing must be remembered : 
The network radio picture todav i- 
much more exciting than in 1955. 

The new and jrrowiim aetivitv in 
net radio, now riding well over tbe 
S100 million mark, mav vet force out 
the facts that clients need. ^ 




PROGRESS REPORT 

Can network radio, now in its ren- 
aissance, afford to keep its cli- 
ents in the dark on the facts they 
need and get from other media? The 
machinery for regular reports on 
dollar figures is ready. All that's 
lacking is an industry-wide push 
to put that machinery into motion. 
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CAN THE TV HOME MAKER SHOWS 

COME BACK STRONG ? 



Yes, say admen, if hoiiieinakers can also attract the younger 

audience, spice up formats and sell their clients more effectively 




A 



1. Fashions 

1956 1957 

71% 69% 

Figures ba*ed on Buyers' 
G u id c survey represent 
percentage of tv stations 
carrying th\< show-type 

2. Kitchen 

1956 1957 

87% 77% 

Audiences are limited to 
best homemakers, who 
are busy during a.m. 
hours an hen shows are on 



3. Baby care 

1956 1957 

49% 38% 

\ppealing to younger 
women, the^e ^hows have 
biggest audience turn- 
over. ^ onng women pre- 
fer entertainment on tv 





problem hangs over this week's 
annual convention of American Wom- 
en in Radio and Television in St. 
Louis: the slow hut sure decline in the 
number of local women's service 
shows on television. 

The cold facts in sponsor's recently 
published 1957 Buyers' Guide, show 
something drastic is happening to this 
entire category of programing. In 
1955. more than 90' "£ of all tv stations 
answering SPONSOR s survey had kitch- 
en shows. This year only 77% of 
them do. Child care programing has 
slipped from 49 r <r last year to 38% 
this year. 

This trend confounds expectations 
of the tv industry five years ago when 
it was felt that in formath e. low-cost 
homemaker programing would be a 
growing daytime tv staple. But since 
that time, the abundance of film and 
other factors have reversed the trend. 

Because of this alarming cut-back in 
women's service shows, women broad- 
casters are themselves asking these 
searching questions: 

► Does this decline reflect a change 
in audience tastes? 

► Are women service shows no longer 
effective sales vehicles? 

► Has the time come for women per- 
sonalities to revamp their approach? 

sponsor set out to find the answers 
bv surveying the admen who ultimate- 
ly determine the fate of women's serv- 
ice shows bv either buying them or 
not bming them. Their reaction in a 
nut shell: a real need for this type of 
programing still exists: but the women 
performers themselves have not clone 
an effective job of communication with 
clients and agencies. 

""Women on local sen ice shows of- 
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(cm do <i personalized selling jol> llml 
no eainirrl roiiimrrchd can duplicate/ 
sa\s (he ad\eiiistn^ r mniiu^rr of a ma- 
jor drug runipuiv with a line <>f |»al»\ 
products. 

"Thc\ nia\ lia\c a higher rate of 
conversion from viewer into customer 
than man v compel it i\ <* program for- 
mats Hut thev liiivcn t documented 
their ease among agencies and ad\er- 
Users. 

Timehii) ei s, particularly for wom- 
an-conscious accounts like General 
Foods, Hest Foods and Gcrher, would 



like to lui\ e in formation he\ ond rat- 
ings to j list if \ pa rt it i pa tii >u*> in iIicm* 
sci \ ice show ^, 

""Hating*- aicnt the IhM \nr<MicL, 
when \oiTre tr\ing to evaluate pel * 
souali/ed salesu Kinship against film 
eoimnei < iak, ' said a Inner for a i de- 
al. "Hut if Fin faced with no inhuma- 
tion other than an I! rating on an after- 
noon fealtne against a ."> f«> i a M*r\ ice 
show . I \ e got to \ otc for the highei 
t ii 'dilation." 

In making the rounds among client*. 
agenc\ htners. reps and women per- 



sona lit ie*. M'ONst >lt U)ieo\ i l cd these 

suggestion** for impro\ei| selling and 
prog i n miiig h\ honicmakci pei -mi. 
alitie- : 

I . //#/// ruttntf\ t nitst uniuifw: I here 
aic honienuiker show- that cnjo\ high 
ratings. I lit* niajoi it\ , huwe \ ei . do 
Hot. Ilieil appeal tend* to he | e*>t lifted 

to a spct iali/ed audience of the ino-t 
e|ln ienl honieniakei 

**>ince tlio-e are the women whore 
most concerned with improving their 
homes, thc\ re aKo tin 4 IhM cnMoinei - 
for women s products, the Inner for 



THE PROBLEM AS 
ADMEN SEE IT 

Ratings - consciousness: If 

women's diow* pros itlrtl mure audi- 
ence ilala. information on merchan- 
dising promotions, success stories, 
account of civic activities, t i me- 
lon ers wouldn't have to relv -oleK 
on ratings for show selection. 



Sluggish formats: Variety in 
production need not he costly. Gals 
should encourage suggestions from 
camera crew. Lhelier presentation 
of material might attract younger 
\iewers as well as current audience. 

Client communications: Let 

agencv and client know reaction of 
the audience, trade to the show*. 
Send along viewer mail, trade com- 
ments. Develop personal contact 
with agency's or client's field men. 

Fresher material: A clearing 

hou>e for editorial information, 
pospihly AVt'KT's headquarters, 
could provide a steady stream of 
interesting material for shows, 
stimulate tv gaU and help keep 
their material fresh and lhelv. 



Specialized audience: Turn 

draw hack into a<set by promoting 
socialized audience to right cli- 
ent-. Gather information on con- 
version of viewer into customer 
through w rite-in mail, -tore checks. 




WOMEN'S~SERVICE SHOWS continued . . 



a national!} marketed dessert told 

SPONSOR. 

'Therefore, it's a mistake to kiss of! 
women's sen ice >hows with sheer rat- 
ings analyses. These local women per- 
sonalities should sell their shows as 
packages to us. including in their pres- 
entation a thorough analysis of their 
audience composition, of local success 
stories, explanations of their format 
and a lively account of their leadership 
role within the communit\ / 

Women tv and radio personalities 
have a unique standing in their com- 
munities. Kathi Norris. who was 
General Electrics commercial person- 
ality for three \ears. developed close 
contact with women's service show 
m.c.'s in extensive travels through the 
country for G.E. As a gal who had 
produced and m.c/d her own hour- 
long local show 7 in \ew York for five 
years previously, she could study 
homeinaker shows with a practiced 
eje. This is what she found: 

"First, these women have excellent, 
active trade relations. They're very 
conscientious about keeping track of 
the effect their commercials have not 
only on the audience, but also on the 



trade. So many of them actually work 
as promotion directors in local stores 
that they have strong personal contact 
with trade and customer alike. This 
makes them far more effective on-air 
salesmen than statistical analysis alone 



can snow. 

In the case of radio, the fight 
against ratings-consciousness is more 
uphill. With the emphasis upon satura- 
tion spot buying and cumulative rat- 
ings, many top reps feel that lower 
rated programs have a disadvantage 
that their sales effectiveness on a local 
level can't make up. 

" When you're selling adjacencies, 
you're selling ratings.* one rep told 
SPONSOR. "And the pattern in radio is 
announcement schedules rather than 
program sponsorship." 

Nonetheless, there's widespread con- 
viction among clients and buyers of 
such shows on both radio and tv that 
their rate of conversion of listener to 
consumer is high. SPONSOR uncovered 
no statistics to prove this theory, but 
several women personalities themselves 
have suggested a national method for 
documenting the case. Here's how 7 it 
would work. 



An agency that believes "good advertising 
has to have a bite in it" is 

SOLD ON SPOT 



as a basic advertising medium 



~7 r" 





~1 



LEN MATTHEWS and TOM WRIGHT off THE LEO BURNETT CO. 

(Vice President in Charge of Media, and Media Manager, respec- 
tively) state the case this way: "The Leo Burnett Company was 
founded in 1935, and has been recommending Spot broadcasting 
as an advertising vehicle to its clients ever since. Twenty-one of 
the twenty-three advertisers handled 

by Burnett have used, or are using, |NBC| SPOT SALES 

Spot broadcasting." 



5 ever si 

© 



Homeinaker programs tend to have 
a fair!) large number of write-in of- 
fers. The response to these write-ins 
would certainly be a valid indication 
of audience loyalty. Some women 
broadcasters feel that all women's 
service shows should send these and 
other result stories to AWRT's own na- 
tional headquarters, which could then 
become a ready source of information 
for tiinebuyers. 

2. Time problem: There's a vicious 
circle in tv scheduling which might be 
called the "time-ratings"' cvcle. A 
show with relatively low ratings is 
pushed into secondary time periods. 
There it naturally gets less opportunity 
for big audiences, so its ratings decline 
further. 

This cycle seems to operate fairly 
strong against women's service shows. 
More and more, these programs have 
been crowded out of the increasingly 
popular afternoon hours into morning 
time. 

"The only problem is that these pro- 
grams tend to appeal to the best home- 
makers/' a General Foods media buy- 
er told SPONSOR. "And it's no secret 
that the really good homemakers are 
particularly busy with their household 
chores in the morning."' 

At the same time, the local station's 
concern is to be in the best competitive 
position. Therefore, the trend has been 
to put more and more top features and 
good syndicated film shows (stripped) 
or lively audience participation pro- 
grams into the afternoon hours. And 
where does that leave women's service 
shows? 

"One solution might be for women 
to broaden the appeal of their service 
shows/" the product manager of a na- 
tionally marketed dairy product told 




"I know KRIZ Phoenix insists on 
brief commercials, so I thought I'd 
dress appropriately." 



) 
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OFF THE 







FOR YOUR ALBUM OF ALL TIME FAVORITE SALES BOOSTERS 



sponsor. "After all, station manager* 
aren't *anti*w omen's show s,' the\ Ve 
just pro ma xi in inn audiences. \\ om- 
en's service inngn/ine* continue to 
thrive, so there's an interest in the 
material. Apparenth, it's ju>t not be- 
ing presented the ho* I wu\ on the air.' 

It s an established fact that the ser\- 
ice departments of women's magazine* 
tend to get far higher readership than 
the fiction or articles. ^ et in daUiine 
radio and t\ tin 1 trend is reversed. En- 
tertainment programing gets the mass 
audience*, w hile sor\ ice show > are 
shunted into the background. 

3. Change format: That's what man) 
agenc} programing men suggot. Some 
success fnl women personalities have 
recognized this need to keep up with 
the times. 



"\ ou can bo entertaining and sti 
instruct," sa\ s Josie McCarthy, a load- 
ing honiemaker show personality on 
WRCA-TV and XBC TV. "T\ is con- 
sidered show business, hut women 
commentators aren't. They could be- 
come fc show business' easil\ enousrh bv 
keeping up with the trends. It wouldn't 
hurt main women commentators to get 
some dramatic experience. 

"Also if women viewers don't want 
to be tausrht in half-hour chunks, cut 
your show to a fast-paced 10-minutes 
of hoineniaker news and use the re- 
maining time for spicier interviews. 
Above all, I'd sav we have to be flexi- 
ble and not use last year's format any 
more than we'd wear last \ ear's 
dresses." 

The beaut\ of dramatic training and 
experience even in local amateur 
groups is the fact that it simulates the 
woman personality 's imagination. It 
may help her come up with more crea- 
tive production techniques and pre- 
sent her information more palatahh 
and entertaininsrh . 

4. Add new audience appeal: There's 
a feeling that honiemaker shows 
haven't been as popular with the new 
generation of vounsr bousew ives as 
they have with the more mature crowd. 
^ et this is the crowd — the women be- 
tween 20 and 40 — that advertisers of 
family-use products want to reach. 

"In this age group of women there 
seems to be a greater wish to be enter- 
tained than taught." savs Pessr\ Stone, 
president of Radio Tv Reps. "That 
doesn't mean thev can't be taught the 
hoiiieniakinsr information that thev 
actually require more than the older 
housewife. It just means that the 
show has to be angled differenth .' 



5000 Watts Daytwu 



950 KG 
Indianapolis,, Ind. 

From Dawn to Dusk, WXLW sere- 
nades Indianapolis and surround- 
ing area of 100 miles with music 
and up-to-the minute news. "Day 
In, Day Out" — All Day, Every 
Day this high income, rapidly 
growing market is "hep"' to 
WXLW . . . and your sales mes- 
sage. Spin a "commercial" platter 
and poll your results ... a real hit ! 




5000 Watts Full Time 




1460 EC 
Drs Moines, loua 

In Iow a, it's KSO, the most power- 
ful independent! Programming 
always popular music, news and 
sports. KSO holds its listeners' at- 
tention and puts them "In the 
Mood" for your sales message. Fi- 
nancially capable buyers will re- 
spond. Give KSO a spin — your 
response will show a "hit"! 





Get the Facts from Your JOHX E. PEARSOS Representative 
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LITTLE ROCK 

is undisputed TOPS in 
ELEVEN CONSECUTIVE 
MONTHLY HOOPER 
RATINGS! And leading in 
1 45 out of 200 quarter-hours 
according to PULSE Metro- 
politan Report! * 

* Monday Through Friday 
Sign-On to Sign-Off 




Get the KVLC SUCCESS STORY today! 
New York: Richard O'Cannell, Inc. 
Dallas: Clarke Brawn Company 

Chicago: Radia-TV Rep., Inc. 

Las Angeles: Tracy Maare and Assac. 



The younger women, for instance, 
are usually more concerned with the 
careers of their husbands than older 
women. It just takes one sentence or 
a few words to fit a recipe or house- 
hold item into this frame of reference. 
For instance, a menu suggested for 
'"when the boss comes to dinner" 

i 

might be more meaningful than that 
older standby ''an easy washday meal.' 

From the timebuyer' s point of view, 
the single most important question is: 
precisely what audience does each 
homemaker show reach. Local women 
personalities can provide at least part 
of this information from their knowl- 
edge of tbe studio audience and the 
character of the w rite-ins. 

''Fven today some advertisers re- 
j quire a particular segment of the over- 
all audience," savs Joan Stark. Grev 
Advertising timebuyer. "We buy some 
women's shows for Union Pharmaceu- 
tical simply because these shows tend 
to reach a more mature audience of 
women over 35." 

But generally the high cost of tele- 
vision mitigates against buying spe- 
cialized audiences. 

"If tv were less costlv. more adver- 
tisers could afford to buy shows for 
specialized audiences/' the buyer for a 
General Foods product said. "The 
only time 1 11 pick up a segment of the 
audience as against the whole is if 
the price justifies it."' 

5. Organize a clearing house for in- 
formation: New scasters have w ire serv- 
ices and network resources at their 
beck and calk sav women commenta- 
tors. But in the women's service field 
there's no easy way to get the editorial 
content of the program. There's also 
minimal opportunity for the kind of 
exchange of ideas that makes each 
show* more stimulating. 

AWRT does an effective job through 
its annual national and several re- 
gional conventions by bringing Avomen 
personalities all over the country to- 
gether for just such purpose. But 
there's still need for a daily source of 
good editorial information, according 
to several leading women personalities. 

Some look to AWRT as the ideal 
clearing house. In other words, in- 
formation sent in by its members on 
a regular basis would be made avail- 
able to all members. The purpose is 
not to standardize the programing con- 
tent, but on the contrary, to stimulate 

ml * 

new ideas. 

W hile it would probably be ideal 
| for women broadcasters if AWRT did 



handle such a project, this kind of edi- 
torial clearing house operation could 
be set up on a commercial basis, ac- 
cording to Kathi Norris. She envisions 
it as a type of wire service from which 
women can buy the information. Also, 
the same women Avould send in mate- 
rial to the wire service and be paid 
for it. 

6. Develop close client relation- 
ships: While last, this is the most im- 
portant point. Whei local sponsors 
are concerned, women personalities 
generally tend to be particularly oblig- 
ing in merchandising tie-ins. and they 
do inform their clients about the work 
they do. 

The problem with women's service 
shows as with many local personality 
shows is contact with national adver- 
tisers. There are several ways of im- 
proving this relationship: 

• Send the client monthly reports 
on the show. Include in these calls on 
the trade, merchandising efforts, mail 
from viewers or listeners. 

• Check (through the station and 
agency r ) upon any visits to the com- 
munity by anyone from the client of- 
fice. Arrange ahead of time for guest 
appearance, if this is appropriate. 
OtherA\ise, time show interview's to be 
particularly appropriate to the client. 
Also, it helps if the woman commenta- 
tor can have the client accompany her 
on store appearances or other mer- 
chandising carry-through affecting the 
shoAW 

• Keep the agency informed about 
success stories. The agencv. after all. 
does a major part of the selling job in 
terms of letting tbe client knoA\' what 
his programs are doing for him. 

Therefore, it should be part of a 
weekly or monthly routine for women 
broadcasters to send reports to account 
executives or timebuyers of tbe agen- 
cies that are placing business on their 
show~s. Such reports should include 
mail or Avrite-in response, occasional 
"audience profiles" to supplement 
ratings reports and show the agency 
more clearly Avhom the commercials 
are reaching. 

These reports should also include 
full descriptions of all merchandising 
and promotion efforts being made both 
by the station or the woman person- 
ality herself. The) should include 
reaction from the trade. 

Rriefh . the more complete these 
monthly reports to the agency are. the 
more valuable to the timebuyer as a 
base for future orders. ^ 
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A iitwLly listing of changes 

in tht* advertising and broadcast field) 



NEW AND 




NEW ON RADIO NETWORKS 



SPONSOR 




AGENCY 


STATIONS 


PROGRAM, time, start, duration 


American Dairy, Chi 




Cam pot II -Mintnun. Chi 


NBC 


188 


Twenty- Ten rian i IU one-min u iu rnirry-sec parries per 
wk from 10 am-4 pm, M F) ; 3 |unc; 13 wks 


Campana Sales Co, 8atavia, 


III 


Erwin, Wascy, NY 


CBS 


201 


Robert Q Lewis; Sa 1 1:30-1 1.35 am; 3 Apr 13 wks 


Chcscbrough -Ponds, NY 




Compton, NY 


CBS 


201 


Sports Time; M, W, F 7-7:05 pm 17 June; 13 wks 


Dixie Cup, Easton, Pa 




Hicks & Crcist, NY 


CBS 


201 


Robert Q. Lewis; Sa 11:40-11:45 am; 18 May. 26 wks 


Ccncral Foods. White Plains, 


NY 


Y&R, NY 


ABC 




Breakfast Club; M-F 9-10 am; 3 segs; 15 May 


Ccncral Foods. White Plains, 


NY 


Y&R. NY 


ABC 




My True Story, M-F 10-10 30 am; 2 segs. 15 May 


Ccncral Foods, White Plains, 


NY 


Y&R, NY 


ABC 




When a Ctrl Marries; M-F 10.30-10:45 am. 2 segs, 15 May 


Ccncral Foods. White Plains, 


NY 


Y&R, NY 


A8C 




Whispering Streets; M-F 10:45-11 am; 2 segs. 15 May 


Ccncral Foods, White Plains, 


NY 


Y&R, NY 


NBC 


155 


8andstand; M-F 10-12 n; 1 partic per day; 13 May; 26 wks 


Ccncral Foods, White Plains. 


NY 


Y&R, NY 


. N8C 


157 


Pepper Youngs Family; M-F 3:45-4 pm; 1 partic per day: 
13 May; 26 wks 


5- C. Johnson, Racine, Wis 




FC&B, Chi 


N8C 


158 


Monitor; 8 thirty-sec parties per weekend; 28 June; 5 wks 


Mack Mfg Corp. NY 




Doyle, Kitchen & McCormick, 
NY 


NBC 


158 


Monitor; 60 one-min parties. 28 June; 10 wks 


Paine, Webber, |ackson & Curtis, NY 


Dorcmus, NY 


ABC 




Business & Financial News. M, W. F 5:55-6 pm; 8 Apr 


Pharma-Craft, 8atavia, III 




|WT, Chi 


NBC 


179 


News of the World , M-F 7 :30-7 45 pm ; 1 one-min partic 
daily, 8-19 Apr 


Scholl Mfg Chi 




Donahue & Coc, NY 


N8C 


179 


News of the World; Tu, F 7:30-7:45 pm; 2 one-min parties 
per wk. 16 Apr; 1 1 wks 


5lccp-Ezc, Long 8cach, Cal 




Milton Carlson, LA 


NBC 


173 


People Are Funny; W 8 :05-8 :30pm ; 1 partic; summer; 13 wks 


5lecp-Ezc, Long Beach, Cal 




Milton Carlson, LA 


NBC 


176 


One Man's Family, M-F 7 .45-8 pm; 2 parties per wk ; sum- 



mcr; 13 wks 



RENEWED ON RADIO NETWORKS 



SPONSOR 

Silly Craham Evangelist Assn, Minn 
North American Van Lines, Fort Wayne 

Texas Co. NY 



AGENCY 

Walter F. 8cnnctt, Chi 
Applcgatc, Muncic, Ind 



STATIONS 

NBC 

N8C 158 



Cunningham & Walsh, NY A8C 



PROGRAM, time, start, duration 

Hour of Decision; Su 10-10:30 pm. 21 Apr; 52 wks 

Alex Drcier Newscasts on Monitor ; 3 five- mi n & 1 tcn-min 
newscast per weekend; 25 Aug-May. 1958 

Metropolitan Opera: Sa 2:00-5 pm; fall; entire season 



BROADCAST INDUSTRY EXECUTIVES 



NAME 

|ohn Ashcr 
Ccorge D. Coleman 
fames W. Evans 
Chuck Henderson 
John E, Holmes 
Martha L. Jenkins 
Herb S. Kaufman 
Alfred Lurie 
I Donald MacCovcrn 
Darrell McCain 
|ohn K. McCarthy. Jr. 
William R. Nutt 
|oe Story 
Henry Walden 
Keith Wasser 
Robert A. Yochim 



FORMER AFFILIATION 

KNX-CPRN, LA. dir advtng & promotion 
WCBI-AM-TV. Scranton. Pa, gen mgr 
WX EX-TV, Richmond, dir promotion & merch 
N8C, NY, mgr field exploitation-r-tv 
Automatic Projection Corp, vp chg sis 

Litman-Stcvcns & Margolin, Kansas City, Mo, production mgr 

ARB, Wash, DC, project dir 

Sam R. 8loom Advtng. Dallas, r-tv dir 

WMMW, Mcridcn, Conn, sis mgr 

Ted 8atcs. NY, media super 

KVOD, Denver 

KLOR, Portland, Ore, regional sis mgr 
KCKN, Kansas City, gen mgr 
WNEW, NY. news & night mgr 
KRCC-TV, Jefferson City, Mo, acct exec 
WERC, Erie, Pa. sis mgr 



NEW AFFILIATION 

Coldcn West Broadcasters, dir advtng & promotion 

Triangle 5tns. Phila. dir regional sis 

WSOC-TV. Charlotte. NC, promotion dir 

Same, mgr publicity N 8C owned stns & NBC radio 

Roger Wade Prod, NY, sis mgr 

KCKN Kansas City, sis 

Same. NY. sis officc-accts 

KT5A. San Antonio, gen mgr 

WTIC, Hartford, sis 

Alfred Politz. NY, project dir 

KBTV. Denver, local sis 

KCW-TV, Portland. Ore. merch mgr 

KCMO. KCMO-TV. Kansas City, sis 

WPTR. Albany, program dir 

WHB, Kansas City, Mo, sis 

W8UF, 8uffalo, sis rep 



STATION CHANGES 

KATZ, St. Louis, has appointed Rollins Broadcasting natl rep 

KRCI, Crand Island, Neb. has been purchased by the Stuart Investment Co 

W8RC & W8RC-TV, Birmingham, have been sold to Radio Cincinnati 



WDOK. Cleve. has appointed Weed & Co natl reps 
WPTR, Albany, has appointed Adam Young natl rep 
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SPONSOR ASKS 



What should fact sheets for ad lib commercials contain 




Pat & Jack Taylor, WES, Philadelphia 
We consider oursehes an audio gun. 
all primed to shoot advertising bullets. 
And the ammunition we prefer by far 
is fact sheet material supplied by the 
agenc}. All we ask for are the facts. 
snccinctK but fully set forth. With 




''stick to the 
main point and 
make it 'hot' " 



that "amino/* we embellish, personal- 
ize, sell! 

However, we have found that there 
are fact sheets and there are fact 
sheets. After \ ears of air work, we 
should like to outline a few thoughts 
we have on our preference as to the 
content* of the perfect fact sheet. 

1. \ anie of product, slogan, and 
just what it is. 

2. Dberse general or specific uses 
of product. 

3. Features of product — size, smell, 
taste, ease of operation or preparation. 

4. Unusual uses of product. 

5. Price of product. 

6. History and quality of company. 

7. Ease of procuring product. 

o. Mail pull information, if any. 

\nd. if we may. a few random 
points. Don t send an over-long fact 
*hect which ma\ run three pages or 
more, loaded with dozens of facts. 
\ en often, extremely important copy 
points mu>t he glossed over, because of 
the very weight of material sent. Stick 
to the main point -make it "hot," and 
jnst comprehensive enough to give us 
the ammunition we need. 

On the other hand, don't send 
through a skimpy fact sheet. This 
cau-es "stretching for copy angles. ' 



^ ou know better than we what the ma- 
jor cop\ angles are for your product 
— tell us! 

We also find it most helpful to get 
a fact sheet with the urgent points first 
— then the semi-important facts, then 
the minor filler facts. 

And we like to be kept advised of 
new uses for your product, new de- 
velopments, new wrapping, new ingre- 
dients, new anything! These keep us 
on our toes, they keep our outlook 
fresh, and the\ allow you to take ad- 

J ml 

vantage of the terrific "immediacy '* 
of radio. 

-"BUI Cullen, host of WRCA's Pul«e 
What I'd like to see move consistently 

mi 

is a fact sheet that is boiled down to a 
couple of major selling point high- 
lights around which the personality 
could weave his own touch, with sec- 
ondary or optional fill items listed 
below 7 . 

The whole psychology behind the ad 
lib sponsor message — to have the per- 
sonality sound like himself instead of 
reflecting some copywriter — so fre- 
quently gets lost because of a crammed 




"just the 
facts . . . but 
not so many!'' 



fact sheet. 1 Ye been told once or 
twice that in a pinch I can spill out 
about as much wordage as an LP 
played back at 78 rpn/s. But breath- 
less ain't exacth overstatement for 

mi 

what some fact sheets expect a guy to 
get across in just one minute. And 
still, mind you. manage to inject a 
generous amount of his own person- 
alis into the message. 

1 n the crammed fact sheet some- 



thing's gotta gi\e — and invariably it's 
the sacrificing of the proper personal- 
ized touch, which was the whole idea 
of the ad lib commercial in the first 
place. 

If I were limited to but a single ba- 
sic criticism of the fact sheets supplied 
for ad lib commercials, I'd sum it up 
in a line borrowed from one of XBC's 
well-known detectives: ''Just give me 
the facts, ma'am ' — but, please, not so 
many ! 



Allen HedgeCOCk, announcer, tTMAR- 

TV . Baltimore 

Though the performer's reputation for 
knowledge of a product and style of 
delivery is most visible to the listen- 
er — thereby making him the first per- 
son criticized, constructively or other- 
wise — it is very much to the advertis- 
er's advantage to supply, through his 
agency, all possible facts on his prod- 
uct and his institutional background. 
This is not always done. In fact, it is 
not unusual for an announcer's kit, 
even in rv. to consist of an introduc- 
tory letter and one piece of newspaper 
proof. This scant material is often 
meant to serve as the basis for a daily 
commercial on an unlimited contract. 
Ever} one loses with preparation like 
this. 

Some announcers 1 have known have 
spent hours searching all media for in- 
formation that might be used in con- 
nection with a product for which they 
have an ad lib commercial. Natural- 
ly, such industriousness is not prompt- 
ed bv sudden virtue, but with the 

mi 

thought in mind of doing the best job 
possible in order to retain the accom- 
panying talent fee. 

Whv not follow through from the 

mi ^- 

beginning? If an advertiser wishes to 
spend money for the most efTective in- 
formal approach to the public, be can 
assure himself a good job at the sta- 
tion level by supplying: 
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1. A urII-tlrvclopc<I basic fact sheet 
li>tin^ onl) tin* lmnl selling points of 
tlir product, complete w ith tlo's ami 
don*ts which the announcer nun n*e 
in cid lib >tnictnre I when available, 
thew 1 sheets have UMialh been sa I i?* far- 
ton as partial preparation). 

2. Institutional background, espe- 
cial 1\ necessar\ \\ hen the product or 
advertiser s name is new in the market. 

1\. A list of slogans and savings 
consumers are u<ed to hearing con- 
nected with a recognized product, to- 
gether with individual product hack- 
ground— how and where grown, proc- 
essed, manufactured, etc. (Local influ- 
ence >hould be included hv all means. ) 

k In telev ision : sparkling visual 
material designed by people who know 
the technicalities of tin* medium (how 
often have impossible objects been 
provided for tv adaptation?). 

Hv co-ordinatin<r these not entirelv 
new but seldom combined ideas, the 




''background is 
important when 
product is new" 



advertiser and ad lib announcer might 
well establish firm liaison, resulting in 
better performance* and higher sale- 
volume. 

Even though fact sheet selling has 
been, and probably will continue to 
be. most successful on radio record 
and in ten iew programs, there is an 
expanding area of development in tv 
for this tvpe of commercial: the better 
women's programs, local sports, and. 
h\ no means least, fact sheet stvle as 
applied to live-hosted feature films. 

W ith main stations devoting 10 
hours and more per week to features, 
the on-camera host is coming into his 
own definite status a> a tv personality. 
Indeed his sometime- humorous ap- 
praisal* of occasional poor film prop- 
erties often turn a dull night into genu- 
ine enjownent. What a perfect vehi- 
cle for casual but concentrated fact 
sheet selling! 

There will be more wavs. too. in 
w hich fact sheets will assume e\ cn 
greater importance in radio and tv. 
So. we should develop a new standard 
kit. from the fact >heet as we now 
know it and make even better use of 
an alreadx valuable trade tool. 



MEET DON POWERS 




Effective April 1, 1957 
Manager 0 & 0 stations 

MAINE BROADCASTING SYSTEM 

Manager WRDO since October 1953 

Sales Manager WRDO five years 

17 years in the business 
★ ★★★★★ 

Don Powers now pilots Maine's oldest and most-listened-to 
radio network (recently bulwarked by the part-time af- 
filiation of WLAM-Lewiston-Auburn ) . In his new capacity, 
Don looks forward to renewing friendships with agency 
folks he's met, and to greeting additional ones when he 
makes occasional rounds with the lads from Weed & 
Company. 




The MAINE BROADCASTING SYSTEM 

WCSH Portland WRDO Augusta WLBZ flaneor 



SPONSOR • 2. APRIL 1957 



45 



$24,000,000 in gross billings have rolled into NBC daytime television during the past 
two months. During a single week-ending April 15-the advertiser swing to NBC day- 
time hit two million a day. Six new sales, two renewals. Total for the week : ten million ! 

General Foods, Chesebrough-Pond and S.O.S. joined the rapidly expanding list of 
national advertisers who are discovering the new values of NBC daytime. P & G and 
Standard Brands extended their daytime purchases. Miles and Alberto-Culver not 



I 







GMT ! 



only renewed their existing schedules, but made important additional purchases. 

What's behind it all? The simple fact that advertisers go where the audience goes. 
And. as Nielsen. Trendex and ARB all show, millions of daytime viewers have been 
switching to NBC. In one year NBC daytime audiences have increased 34 r < 1 

As Variety headlined it, "There Just Seems Xo Ending to That NBC-TV Day Push"! 

*Xielscn Mar, II *56-*57, 11 am-1 pm, 2:30-5:30 pm 




KANV is 

Shreveport's 

ONLY 

ALL 

NEGRO 
PROGRAM 
STATION! 



That's why KANV is 
THE station to use to 
reach this richer-than- 
average Negro market. 
Our experienced staff 
knows its audience and is 
ready to help with your 
sales problems at the 
local level. KANV rates 
are low and results are 
high! 



GET 
THE 
PROOF! 



It's yours for the asking. 

Write, call or wire the KANV 
Representative in your area — NOW! 





1050 Ice - 250 Watts - DAYTIME 

the ONLY ALL NEGRO PROGRAM Station in 

SHREVEPORT, LOUISIANA 



Mr. Sponso 



John Keavey: Chess is for 8-year-olds 

Next to airplane travel. John Keavey is thoroughly sold on radio 
as a necessary part of modern living. 

"It's kind of funny."' he told sponsor, "that radio didn't reach its 
peak efficiency until a few years ago when everybody was saying 
that it was a dead medium. Actually, the modern trend to suburban 
living has made radio possibly the most up-to-date advertising 
\ehicle. Radio always had the reach and scope, but now people have 
moved out into its coverage areas, making it a prime medium for 
reaching them." 

Keavey, who's TWA's director of domestic advertising, backs up 
this conviction with a $700,000 spot radio budget concentrated in 




ii 



Advertising's a mans game" says Keavey, whose son beats him at chess 



TWA's 14 top "on-line" markets. Briefly. T\VA"s spot radio pattern 
since the beginning of 1957 is a year-on-year-out 52-week campaign 
with saturation frequency. (For a detailed analysis of TWA's jet- 
propelled radio effort see sponsor 5 January 1957. pages 30-32.) 

"We wouldn't use radio at the expense of our other local media, 
that is newspapers and billboards/' Keavey said. "But it is an 
ever-increasing part of our effort and takes up more of our budget 
as we reap results. Today it accounts for l8 ( /c of TWA's spending." 

Results, in the airline industry, are sometimes difficult to measure. 
However. Keavev has noted, through ticket-sale and traffic checks, 
that telephone calls increase in proportion to >tepped-up radio 
activity, and barring freak weather conditions, increased phone calls 
mean more passenger loading. 

"One aspect of our radio buying philosophy might make us a 
timebuver s dream account/ Keavey told SPONSOR. "In manv ways 



48 
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wc'rr bucking t lit* run rut t it It* nf bin injj nccoi diu^ h> nil in^* in 
prime linn* ouh. If 1 can reach a< mam |>*m >j >1i* with foin aflcnmoii 
auiiomitviiKMils a* one earl) morning niiiiniiiK iMiicnt I and at the 
^aiue price), I don't can* where I am/ 

Kea\ c\ V cinpha^U in radio bn\ in» philosophy is upon audience 
turno\rr and cnninlative ratings a- Paid Clark, FCMi liniebmci fur 
T\\ A, knows. 

"\\ eVe not o\er!y impressed with tin* so-called 'hot "-pot l hue**/ 
like 7:55 a.m. \ot that we turn them down when thewc available 
at a good price. But sinre e\er\bod\ is a prospect for an airline 
trip, we dout feel we must reach a maximum audience with each 
iudi\ idual announcement/ 

One proof that this approach has been ell'iciem is tin* fact that 
T\V Vs radio cost-per- 1 ,01)0 ranges between 25c and S I -per- 1.000, 
aeneralh closer to tin* lower figure. Tin* main reasons win I W V 
is so bullish on radio, however, are not oul\ it> cost elheiene\ but 
its appeal among all t\pc^ of air travel prospcct>. its iunncdiae\ |s«> 
related and reminiscent of air tra\el) and its frequene\ impact. 

"We like to set a standard of a minimum of two announcements 
daih per station per market/" Kea\e\ told sPOXsou. 

Generally. T\\ \ u^es >e\eral station* in each market in order not 
to overlook an\ segment of the potential audience. Since these 
"on-line" markets, as the airline trade calls it, are the big metro- 
politan centers where TWA has flights. Kea\ey feels it would be 
difficult to blanket >uch a market with one station only. 

"When a good bu\ opens up on a station in a market where 
we're alreacK hea\il\ committed, Me don't take away from the other 
stations, but try to appropriate new mone\ for the new buy. he 
told sponsor. TWA did jiM that in Los Vngeles this month with 
a new 31 -announcements weekh schedule on KMI'C. 



Ticket sales reflect frequency of TW A radio spots 

The airline has alreach had proof, beyond ticket sales, that its 
new 1957 radio effort is effective. "The pulse of our bu-inos is the 
reaction of our 49 district managers. Thev\e been letting us know 
that the passenger curve seems to move in direct proportion to our 
rati io announcements. 

In fact. keavev uses radio copy ad\ertisiug particular flights to 
bolster those where passenger booking seems to be lagging. 

A \oung man of medium build. Keavev >ays he's ne\er regretted 
his change from newspaper reporter to adman. Vgencv copy-writing 
for Fuller & Smith & Ross a dozen or so years aizo first lured him 
away from being a newspaperman. After several years of agenc\ 
work both as writer and account man, he switched over to TWA 
lfi\e \ cars ago I "knowing nothing about airplanes other than the 
fact that they have wing* — and e\en that isn't necessarily so today." 

Since that time, he's seen the airline attitude towards air media 
advertising change radically from sporadic radio or tv flurrio to 
more consistent vear-'round efforts. "I think the trend in a \ear 
or so will be toward tv program sponsorship on a spot basis. S\ndi- 
cators provide ample choice of product, and spot tv gives airline* 
the necessary flexibility." 

W hile TWA is talking about such plans, in addition to its spot 
radio effort, Keavev feels it will take over a \ear before thev become 

* * * 

reality. Rut Keavev claims to be a patient man. "I've got to he." 
he sa\s. "or I d lose out at home. What do vou do about a family 
where your own eight-year-old son beats \ou at chess?" 



The Champ 
Is Still Champ \ 



i 




4 of 5 top night-lime thowtl 
You toy <ho< * n ol enough'' Then 
ho** about 70 out ol 35 <op 
iho-*' [No* AM) 





Champ in the day-time, loo? 
16 of (op ?5 «rch da/ iinps 
including ftucttb n t H. 
whole top ro<*ng it o lu I 7 
oomd obo'« lh« No 7 iho~ 



8 of 10 lop morning shows! 
ond 8 au< of lh« (op I 5 oMer> 
noon iho**s, for o clean i««ep 
victory, morntng ond afternoon. 



6 winners in 6 contests! 

WAFB TV it (ops in merchand v 
mg , loo. Four firm, one tecond 
ond one ' (op four ' m (hese 
jh 0 ~i, 1956 57 Frank leahy 
Sho»« . . . The Mill ana re 
Screen Gemt Pf ogromt 
. . . Ucy Shaw . . 1956 
BUI boor d Prom o( ton . . . 1955- 
56 ' Fronk leohy Sha- 



WAFB - TV 

CBS ABC 

First in TV in Baton Rouge 

R«p»: Blair Ttltviiion Associates 



BMI 



'Meet the Artist 




BMt's scries of program 
continuities, entitled "Meet 
the Artist/' emphasizes the 
human side of our great 
music performers. 

"Meet the Artist" comes 

to you as a 15-minute 

three-per-week series of 
scripts highlighting behind 
the scenes gtimpses into the 
music business . . - * ne 
stories of America's favorite 
m u s i c a t personalities and 
their song hits. The ma- 
terial is factuat, up-to-the- 
minute and presented in an 
easy, infarmat styte. Disc 
jockeys wilt enjoy using it — 
tisteners witt appreciate 
hearing it. 

"Meet the Artist" fills a 
special need in areas where 
data is not cosily 
. . highly com- 



such 



avai /ab/e 
merciol. 





BROADCAST MUSIC, INC. 

NEW YORK • CHICAGO • HOLLYWOOD 
TORONTO • MONTREAL 
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THE BIG 



PLUS 



77 




IN 

LOUISVILLE 



most popular disc jockey by 

actual vote, Paul Cowley plays the 
favorites, picks the hits, interviews 
celebrities, and talks with his fans In 
his own breezy style every weekday 
from 4 to 6 and nightly from 8 to II. 
Sunday's he's the early evening radio 
companion of the Falls Cities area 
with music for good listening. 

He's ihe TOP AIR-SALESMAN, by en- 
dorsement of his continual customers 
. ... on Louisville's most-listened-to 
station! 

TRY P.C if you want to reach 

the young 

.... if you want to reach 
the "young at heart"! 





WKLO 



LOUISVILLE 




National and regional spot buys 
in work now or recently completed 



SPOT BUYS 



TV BUYS 

J. A. Folger, Kansas City, is entering man) markets in Indiana, 
Ohio. Kentuck\. West Virginia and Tennessee for its coffee. Cam- 
paign begins shortly and will run until end of the \ear. I.D.'s and 
20 s will he placed primarily during nighttime hours: da\time hours 
will he used where prime time is unavailable. Average number of 
announcements per week will range from 20 to 30. Film commer- 
cials are slanted to a family audience. Bming is completed. Buyer: 
Val Hitter. Agency: Cunningham & Walsh. New York. 

Re mco Toys, Newark. X. J., is alreadv planning its Christmas cam 
paign which will begin in September and run for 13 weeks. The ad 
vertiser is seeking participations in Westerns, cartoons, science 
fiction and children's shows appealing to the 5-12 group. Commer 
cials will be on film. Buying has not started. Buyer: Andy Weiss 
Agency: Webb Associates. Inc., New York. 

RADIO BUYS 

Mail Pouch Tobacco Co., Wheeling. W. Va.. is going into 40 mar- 
kets for its chewing tobacco; 20-week schedule begins 13 May. 
Average number of announcements per week in each market is five. 
Minute e.t.s. adjacent to news and sports shows wherever possible, 
will be slotted during early-morning and late-afternoon segments. 
Strategy: to reach male industrial workers who cannot smoke on the 
job. Buying is not completed. Buyer: Doug Humm. Agency: 
Charles W. Hoyt. New York. 

Drug Research Corp., New York, is entering markets nationally to 
advertise its Regimen, a weight reducer. The advertiser plans to use 
about 100 markets, having conducted successful tests in New York, 
Philadelphia and Detroit. Minute and five minute live announce- 
ments will be placed during mostly daytime segments to reach a 
women's audience. The schedule has begun in 24 markets. Buying 
is one-quarter completed. Buyer: Jack Peters. Agency : Kastor, 
Farrell. Cheslev & Clifford. New York. 

General Foods Corp., White Plains. New York, is going into 84 
markets for its Jell-0 Instant Pudding. Schedule will begin 13 May 
and run for seven weeks. Minute and 20-second e.t.s will be slotted 
8:30 a.m. through 12 a.m. on the heavy shopping days of Wednesday, 
Thursday and Friday. Average number of announcements per week 
in each market will be 20-25. Buying is not completed. Buyer: Bill 
Dollard. Agency: Young & Rubicam. New York. 

Ford Motor Co., Dearborn. Mich., is purchasing announcements for 
its Mercury car in Illinois. Iowa, and Wisconsin. Six-week campaign 
begins 6 May. Transcribed minutes and station breaks will be 
placed 7 to 9 a.m. and 5 to 7 p.m. with a men's audience in mind. 
Average number of announcements per week in each market will be 
10-15. Bu\ing is not completed. Buyer: George Simko. Agency: 
Kemon & Fckhardt. New York. 
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WRE C-TV, Channel 3 is 

Always First in Memphis! 




Represented Nationally by The Katz Agency 
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4A Advertising Agency 
adding Public Relations 
subsidiary, Interested in 
merging with estab- 
lished Public Relations 
firm. $100,000 initial 
billing guaranteed. Will 
consider qualified Pub- 
lic Relations executive 
to organize subsidiary. 
Give full particulars. All 
replies held confidential 

BOX 274 
SPONSOR 
40 E. 49th ST., N.Y. 



Men in TV production all say: 



"The best spots come from Jamieson 





) t 
I i 
/ l 

if 



!• ANIMATION 

• SOUND 
STAGE 

• LABS AND 
OPTICALS" 



JA 




FIL 

3825 Bryan 



COM PA 

• TA3-8158 



Y 

• Dallas 



"clients include: 



Fitzgerald Advertising Agency 
Crawford & Porter Advertising, Inc. 
McCann-Erickson, Inc. 
Tracy-Locke Company, Inc." 




News and Idea 
WRAP-UP 



ADVERTISERS 

Procter & Gamble keeps moving 
toward more and more diversifica- 
tion : it's now in the household 
bleach and disinfectant field via 
the acquisition of Clorox. 

P&G's interests also include soap, 
toiletries, food and paper products. 



Colgate-Palmolive' s reorganiza- 
tion — as forecast bv 23 March 

0 

Sponsor-Scope — was confirmed 
this week by Edward H. Little, 
board chairman and president. 
The new set-up works this way: 

• Colgate's domestic operations now 
are divided into two divisions: (a) 
household products and (b) toilet ar- 
ticles. 

• Each division has its own sales, 
advertising and marketing staffs. 

William T. Miller has taken over as 
vice president in charge of the house- 
hold products division. Head of the 
toilet articles division will be named 
within a week or so. 



Clorox is stepping up its spot tv cam- 
paign tying-in with spring cleaning 
time. One minute and 20-second an- 
nouncements will run during spring 
and summer in markets throughout 
the country. Honig-Cooper, San Fran- 
cisco, is the agency. . . . Lestoil 
(Adell Chemical Co.) is again increas- 
ing its distribution area and its use of 
spot tv. The firm, which advertises 




At NARTB Convention Arthur Pardoll 
(FCB), Jinx Falkenburg and D. L. Provost 
(head of Hearst stations, Baltimore & Mil- 
waukee) meet at Harry Goodman's exhibit 
featuring the new Tex & Jinx radio show. 



mostly via television, is now moving 
further into Pennsylvania markets and 
will use Wilkes-Barre, Scranton and 
Easton stations. New York Citv and 
Binghamton, N.Y. will also get addi- 
tional tv money. Jackson Associates, 
Holyoke, Mass., is the agency. 

P&G is testing its new Zest ( bar 
soap) in Evansville, Ind., using special 
promotions on WEHT-TV and WEOA. 

Personality notes: Three promotions 
at Schick, Inc.. include Paul G. Gar- 
rity, as new vice president in charge 
of sales; Caryl C. Lewis, as vice 
president in charge of product pro- 
gram coordination, and Orville A. 
Petty, as executive vice president. . . . 
Clifford Kahler has been named 
sales manager for Pabst sparkling bev- 
erages division. . . . Roland F. Roche 
is the new general merchandising man- 
ager of P. Ballantine & Sons. 

AGENCIES 

In his talk before the Connecticut 
Broadcasters Association this 
week, Arthur S. Pardoll, media 
group director at FCB, pointed 
out what he termed these "imper- 
fections in the otherwise bright 
radio picture": 

• Overcommercialization — the in- 
adequate separation between competi- 
tive brands and lowering of entertain- 
ment content of programing. 

• Tendenc\ to increase rates — 




KYA (San Francisco) eastern sales man- 
ager, John Barry, with FCB timehuyers. 
Paul Clark, Penny Simmon* and Dick Pick- 
ett, gets briefing on the Great White 
Hunter competition from Irv Phillips. 
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which icilnco one of the »ivat iiihiin- 
tnjit's of radio, immcU firmHMirs . 

Forced combination 1>ii\s which 
reduce another hi» ad\ antape, llexi- 
liilits. 

Less serious failings out lined in- 
eluded : 

• Lack of complete market informa- 
tion, such as peak tralhe hours, olliee 
and store hours, working shifts, etc. 

• I nfamiliaritv with stations" pro- 
graming on the part of the reps. 

• Variation in package rates "'still 
prevails in some isolated instances. 

• Too much detail involved in spot 
Inn ing. 



Benton & Howies has resigned the 
Stiwlehiikcr-Packard aaecount (hill- 
ing S8 million) ;is of July, 1957. 

W hen the automobile firm took its 
1 nsiness to B&1S in 1933, annual bill- 
ing was around $11 million. 



Another agency-account parting 
of the wuvs: (irev and Kinersou 

• # 

Kudto. 

Cre\ has had the account for five 
\ears. New ngenc\ is Martin L. Smith 
& Co. 



IIere\s the new line-up of ollieers 
at (Calkins & lloldeii: 

Paul 1\. Smith, former \ .p. and crea- 
ti\e director, is now president. 

Merlin R. '"Mike* 1 Carlock. \ ice 
chairman of the board. 

J. Hlan van L T rk. executive v. p. 

W illiam C. Pank. senior v. p. 

The board of directors is now made 
up of the above officers along with J. 
Sherwood Smith, hoard chairman, and 
Frederick M Baker, head of the agen- 
cv's affiliate in Seattle. 



where 
else 




milwaukee 



People in the news: Philip L. Wor- 
cester now heads the tv-radio-film de- 
partment for Fuller Smith & Ross' 
Cleveland office. . . . Tom Slater, vice 
president and former director of the 
department, moves over to the agen- 
cy's new Pittsburgh office as v. p. and 
account executive on the Alcoa ac- 
count. . . . John H. Wilson, Jr., has 
been appointed director of merchan- 
dising and sales promotion for Grant 
in Detroit. . . . Dorothv Hanlev has 
been named administrative assistant 1 
to Henry Fownes, v. p. in charge of 
MacManus. John & Adams' ^sew York 
office. . . . Rohert A. Conn, former- 
1\ with Official Films, has joined the 
Ed ward Robinson Agency, Philadel- 
phia, as v.p. in charge of sales and 



BUT ON 




CAN YOU REACH SO 
MANY GOOD PROSPECTS 
FOR THE MONEY 



WOKY consistently attracts a 
major share of Milwaukee's 
radio audience. So consistently, 
in fact, that virtually every 
time period represen ts M i 1- 
waukee's most efficient radio 
buy. You consistently get more 
for your money on WOKY, 
Milwaukee. 





• Milwaukee's most-Iistened-to independent radio station. 

• Lowest cost per thousand in the market. 

• Covers 54% of the population in wealthy Wisconsin. 

CALL YOUR KATZ REPRESENTATIVE FOR DOCUMENTED PROOF! 



FIRST I in 



WOKll 



MILWAUKEE 




1000 watts at 920 KC. 

24 hours of music, news and sports. 



A BARTELL 
GROUP STATION 



Other Bartell Group Stations: 

KCBQ, San Diego • KRUX # Phoenix 
WAKE, Atlanta • WMTV # Madison 
WAPL, Appleton 

Represented by: ADAM YOUNG, Inc. 
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now business. . . . Phil Dexlieiiner 
has left KFAM. San Bernardino. 
Calif., to join the Ka)inon R. Morgan 
Co. as account executive. . . . Donald 
J. Sauers, former creative executive 
for Ge\er, has joined \ ie Maitland & 
Associates as v. p. and creathe director. 
. . . A. H. Brooke is a new account 
executive at VanSant. Dugdale & Co. 
. . . Tom MeCann lias joined Miller. 
Mackay, Iloeek & Ilartung as an assist- 
ant account executive. 

They became v.p/s thih week : 
Hansom I\ Diimiell and James S. 
Ilanck at II. B. Humphrey, Alley & 
Richards. 

The name's been changed: Powell 
and Sehoenbrod Advertising, Chi- 
cago, is now Powell. Sehoenbrod and 
Hall Advertising. . . . Franklin Brnck 
Advertising hecomes Hcineinan, 
Kleinfehh Shaw & Joseph as of 1 May. 
. . . Powel-Gavek Advertising, De- 
troit, to Powell, Inc. 

NETWORKS 

From present indications P&G 
and Colgate will have fewer tv net- 
work balf-bours per week next 
season, while Lever Brothers will 
maintain the same amount of 
time. 

The line-up of the three big soaps to 
date is as follows: 

1*&C— with five and a half, half- 
hours: 

Sunday — Loretta Young (exclusive) 
Tuesday — Wyatt Earp ( alternate 
weeks), Phil Silvers (alternate weeks) 
and Meet McGraw (exclusive) 

Wednesday — This Is Your Life (ex- 
elusive) 

Thursday — Peoples Choice (alter- 
nate weeks) 

Friday — Danny Thomas { alternate 
weeks) and Line-Up (alternate weeks) 

Lever — with one and a half half- 
hours, plus one hour: 

Tuesday — Slezak & Son (alternate 
weeks ) 

Thursday — Lux Video Theatre (ex- 
clusive) 

Friday — Life of Riley (alternate 
weeks) 

Saturda) — Have Gun, Will Travel 
(alternate weeks) 

Colgate — with one and a half half- 
hours. 

Wednesday — Millionaire (exclusive) 
Friday — Mr. Adams & Eve (alter- 
nate weeks) 



Fall program notes: Armstrong 
Circle Theatre feaueht in the Tues- 
da) night squeeze play on NBC TV) 
will move o\er to CBS TV next fall as 
alternate with the U.S. Steel Hour, 
Wednesday 10-11 p.m. . . . There'll 
be no more Shower of Stars for 
Chrysler eoine next season. Climax 
runs straight through in the Thursday 
night 8:30-9:30 slot on CBS TV. . . 
Sbeaffer Pen will alternate on / 
Love Lucy set for CBS TV. Wednes- 
days at 7:30 p.m. Gold Seal had signed 
earlier for the re-run series. . . . Both 
of the $64,000 quizzes are slated 
to be back on CBS TV next year for 
Hevlon. 

Network radio buys: ABCs morn- 

m 

ing block has picked up more General 
Foods business: nine five-minute seg- 
ments per week. The product is Jell-0 
Instant Pudding, through Y&K. . . . 
General Foods has also been active 
at NBC buying one-minute participa- 
tions in Bandstand and Pepper Young s 
Family. Other new and renewed busi- 
ness last week at NBC brought in close 
to $400,000 in net revenue. . . . Frig- 
idaire is returning to air media on 
CBS Radio for short-term spring color 
promotion using five da) time serials 
and two Saturday shows. Robert Q. 
Lewis and Galen Drake. Agency is 
Ivudner. 

Idea at work: Airohatics, a monthly 
brochure now being sent out by ABC's 
advertising and promotion department, 
is designed to acquaint stations, cli- 
ents and agencies with the network's 
various promotion plans. . . . NBC is 
reviving Truth or Consequences for 
daytime radio now. Show will be 
slotted at 10:05-10:30 a.m. daily. 

Foens on personalities: James E. 
Duffy has been appointed director of 
sales for ABC Radio's central division. 
DufTv has been an account executive 
with the ABC TV central division for 
over a year. 

TV STATIONS 

Storer separated its radio and tv 
properties into two divisions with 
these two appointments : 

1) William E. Rine as v.p. for radio. 

2) George B. Storer, Jr. as v.p. for 
television. 

The new set-up replaces the former 
geographic (North-South) districts. 
Rine was former head of the North- 
ern district and Storer was former 
head of the Southern district area. 



James E. Allen has been promoted 
from advertising and sales promotion 
manager to sales manager of WBZ-TV, 
WBC's Boston outlet. Allen replaces C. 
H. Masse, who resigned. 

Donald H. Edgemon, assistant ad- 
vertising and sales promotion man- 
ager, takes over Allen's spot. 

Tv applications: Between 15 and 20 
April one application for a new sta- 
tion was filed. 

Application was made by Goldenrod 
Tele-Radio Co., Pueblo. Colo., for 
Channel 2, North Platte, Nebr.. 2.8 kw 
visual, with tower 85 feet above aver- 
age terrain, plant $92,050. yearly op- 
erating cost $135,000. 

Merchandising idea at work from 
KOMO-TV, Seattle, invoh 'es a tie-in 
between the local "Luncheon Is 
Served"' clubwomen organization and 
products advertised on the station. 
After samples of these products are 
served at the clubwomen's luncheons, 
there are five-minute talks on the 
products. . . . WBT-WBTV, Char- 
lotte, N. C, has just issued its third 
annual edition of the "Charlotte Home 
Inventory," brand preference and 
product ownership survey of the area. 

KTV1, St. Louis, has gone back on 
the air. The station had ceased opera- 
tions for a month in order to switch 
from Channel 36 to Channel 2. . . . 
KOPO-TV, Tucson, is changing its 
call letters to KOLD-TV. KOPO radio 
is also switching to KOLD. 

New appointments : Eric Jensen, 

general manager of WLW-D, Dayton, 
will become administrative assistant to 
John T. Murphy, v.p. in charge of tele- 
vision for the Crosley Broadcasting 
Co. on 1 May. Taking over as gen- 
eral manager for WLW-D, will be 
George Gray, currently general sales 
manager for WLW (Radio) . Cincin- 
nati. . . . Philip George has been 
named coordinator of local sales at 
KVAL-TV. Eugene. Ore. . . . William 
G. Moody has been promoted to pro- 
gram director at KEPR-AM & TV. 
Pasco - Kennewick - Richland. Wash. 
KEPR-TV is a satellite of Kl MA-TV, 
Yakima, Wash. . . . Floyde E. Beas- 
ton has been named midwest tv sales- 
manager for Storer. . . . Van Beuren 
W. DeVries, former program director 
of WGR-TV, Buffalo, is now station 
manager. . . . Robert T. Sehlinkert, 
is now general manager for WBRC- 
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TOP 100 
ADVER- 
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FILM 
BASICS 
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SPONSOR 


TV 


_ 


BASICS 






Nothing, but 

nothing is as 




use-full 



conditioning 
sponsors and 

agencies for 
fall and winter 

buying as 
Sponsor's 



Fall Facts Basics 



SPONSOR 



11th annual edition out 20 July 



FALL 

FACTS 
BASICS 



Not a directory, not a shelf reference — but 

an up to date, lacl-packed guide lor buying tv radio lime 



1\. Birmingham. . . . Richard G. 
Kicker has been made sales manager 
for \Y\BQ, Chicago. . . . George Hol- 
land is now account executive at 
WBAL-TW Baltimore. . . . Harold C. 
Lund has been appointed to the hoard 
of directors of the \\ estinghouse 
Broadcasting Co. 

TV Guide — whose use of spot tele- 
vision was an important factor in 
(lie magazine's growth — this week 
announced that effective 3 Oeto- 
her it will increase its circulation 
base to 5.3 million -and will boost 
this guarantee to 6.3 million in the 
fall of 1958. 

New boost puts magazine in second 
place in guaranteed circulation in its 
eategon and third among all niaga- 
zincs. 



5 8 9 3 



RADIO STATIONS 

W 1 1\ Philadelphia, has this idea 
at work: Competition with the 
Sunday newspaper for attention. 

The station's new est presentation 
titled, *"\\ hat s the fattest newspaper of 
the week?", points up Sunda} morn- 
ing as the ideal lime to reach the fam- 
il\ with radio and asks: Whv leave 
the field to that "fat ^ newspaper? 

WTP has redesigned its Sunda) 7-11 
a.m. period and scheduled its regular 
weekdaj show. Start the Day Right. 
in the spot. 

The station reports promising spon- 
sor interest in this Sunda) feature and 
alread) several advertisers with pack- 
ages on the station (Oscar Mayer, a 
Ford Dealer, Pepsi-Cola and GimbePs) 
have moved into the new Sunday block. 

WLIIi, New* York, has just pub- 
lished a comprehensive market 
survey of metropolitan New York's 
neyro population. 

Data includes population distribu- 
tion and products bought. 

W LIB devotes the major part of its 
programing to the Negroes in the New 
York area. 



WJR, Detroit, is looking for former 
emplo}ees and personalities who served 
during the period from 1922 to 1940 to 
unite them to the old-timers' reunion 
which will be held at the station on 
2 May. The reunion is part of the 
station's 3/)th anniversarv celebration. 
. . . WA1IK, Miami Beach, has gone 
In-lingual. Starting this week, the sta- 
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A. C. Nielsen Company 
Reports... WLW Radio 
consistently with one 
of the ten largest 
audiences among the 
more than 2870 Radio 
stations in America. 
And WLW Radio gives 
you the nation's fifth 
largest unduplicated 
radio audience. 
So before you buy 
radio time, check 
with your WLW Radio 
representative. You'll 
be glad you did ! 
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WLW RADIO WORLD 



Sates Offices: New York, Cincinnati, Chicago 

Sates Representatives: NBC Spot Sales: Detroit. Los Angeles, San Francisco 

Bomar Lowrance & Associates, Inc., Charlotte, Atlanta, Dallas Crosley Broadcasting Corporation, a division o 
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tion is devoting six hours (6 a.m. to 
12 noon) to Spanish language pro- 
graming. . . . K-NUZ, Houston, has 
added a helicopter to its "Big Mike" 
news gathering facilities. 

People in the news: Phil Hillman 

has joined KNX and the Columhia 
Pacific Radio Network in Los Angeles 
as director of sales promotion and ad- 
vertising. . . . Paul E. Lucas has been 
named program manager for WTIC, 
Hartford. . . . Fred L. Wade is new 
production manager at WTIC, Hart- 
ford. . . . Nathan Brook has been 
appointed commercial sales manager 
of KNBX, Kirkland. Wash. . . . Man- 
rie Wehster has been upped to gen- 
eral sales manager for KNX and the 
Columbia Pacific Radio Network, Los 
Angeles. . . . Carl Horwieh has joined 

the sales staff of WOV, New York 

Lee Ellis is now program director 
for KFSD, San Diego. . . . Two ap- 
pointments at WRCV. Philadelphia : 
Harold W. Waddell as station man- 
ager and William S. Dallmann as 
sales manager. . . . Richard L. Bev- 
ington has been named general man- 
ager for WBRC. Birmingham. 

ASSOCIATIONS 

The National Assoeiation of Tele- 
vision and Radio Farm Direetors' 
new directory is now out. 

Directory includes local and network 
farm programs and services along with 
listing of official voting membership 
and associate membership. 



The next BM1 Radio Program 
Clinic is scheduled for 3 May in 
North Hollywood, Calif. Speakers in- 
clude: Hugh Brundage, KMPC, Los 
Angeles; Marion Templeman, KWPC, 
M uscatine, la.; Virgil Sharpe, KOWH, 
Omaha, and J. Frank Jarnian, WDNC. 
Durham, \. C. 




BAB, this week, sent out a Na- 
tional Radio Week (5-11 May) 
promotional kit to member sta- 
tions and networks. 

The kit contains close to 100 "sell 
Radio 1 ' announcements, prepared 
speeches, an idea booklet suggesting 
promotions and publicity" plans, model 
news releases and special transcribed 
jingles. 

Keven B. Sweeney, RAB president, 
feels last year's Radio Week promo- 
tion helped push radio set sales 100,- 
000 units above the preceding month. 
He hopes this year's promotion will 
beat those figures. 

FILM 

It's odd no one has thought of it 
before, but KOA-TV, Denver, ap- 
pears to be the first station to ask 
its viewers what features thev want 
to see most. 

The station is running ballots in the 
April 27 TV Guide and the April 28 
issues of the Denver Post and Rocky 
Mountain Nervs. The ballots list a 
number of the 2,000 features in KOA- 
TV's library, some of them first run in 
the market. 

The shows receiving the most votes 
will be run on three of the station's 
feature programs during the summer. 



The promotional plusses in selling 
shows with a serviee baekground 
have been highlighted by NBC 
Film's Silent Service. 

The show has been sold in nearly 80 
markets, including 17 of the top 25, 
and has met production costs in a 
whirlwind sales drive of 24 days. 

NBC Film reports that submarines 
and other naval vessels have been made 
available "wherever possible." Tie-ins 
have been made with navy recruiting 
campaigns. "Submarine Week" was 
proclaimed in Baltimore. Other pro- 
motional activities include parades, 
luncheons, weapons displays and in- 
terviews with submarine authorities. 



Ziv's Highway Patrol has been re- 
newed hy Ballantine's via William 
Lsty in 24 markets for next fall. . . . 
MCA TVs // You Had a Million will 
debut early in May for Blue Plate 
Foods, New Orleans, in two markets 
and in the fall in six others. The firm, 
represented by Fitzgerald Advertising, 
has an option on 20 additional south- 
ern markets. . . . WCD, Ine., a new 
film group, has opened its doors. The 



principals, Harold Wondsel, Bob Car- 
lisle and Tom Dunphy, have acquired 
the entire facilities of George Blake 
Enterprises. 

Hollywood Tv Service, Republic 
Pictures subsidiary, has released a 
new feature package. Dubbed the 
"Premiere Group," the package in- 
cludes films with John Wayne, Gail 
Russell, Gig Young, Olsen & Johnson, 
Artur Rubenstein, Lew Ay res, Lloyd 
Nolan and Edward Everett Horton. . . . 
Guild Filings Capt. David Grief has 
racked up its sixth regional sale. Nar- 
ragansett Brewery will sponsor the 
show in five New England markets. 

Walter Sebwimmer Co. has named 
Bernard Crost vice president in charge 
of sales, and Arthur E. Pickens, Jr., 
vice president in charge of program- 
ing. . . . Screen Gems will produce 
The Adventures of Gunga Din. 

International: Tv stations serving 
over 3 million viewers in 11 Latin- 
American countries are now airing 
2,809 hours annually of 14 Ziv Tv 
series. . . . Sales of The Three Muske- 
teers to companies in Germany and 
France for theatrical and tv release 
has been announced jointly by George 
ShuperL ABC Film president and Al- 
fonso Galleano. president of Thetis 
Films, S.P.A. producer of the series. 
. . . Gerald Adler has been named Eu- 
ropean Program Director for Califor- 
nia National Productions. . . . Screen 
Gems has made its 23rd sale to Latin- 
American tv six months after putting 
up its first Spanish-dubbed property. 

TPA will start production of a new 
set of 26 Fury episodes on 15 June. 
Decision follows the renewal of the 
NBC TV Saturday daytime show by 
Borden and General Foods. Fury is 
the highest rated daytime tv network 
show. Latest Nielsen rating is 18.4. 
. . . California National Produc- 
tions has integrated its advertising, 
promotion and press functions under 
Arthur Perles. who becomes director 
of promotion. 

Recent film purchases by Kroger 
Stores, important user of s\ ndicated 




SPARTANBURG, S.C. 

CaMGrant Webb & Co. 
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film, include Ziv's iS'eiv Adventures of 
Martin Kane in Coin in hi a and CBS 
Film's Whirl) birds in I hi\ ton. . . . 
SltM'IingV mIc* of Howling Time dur- 
ing the fiift thm 1 weeks of April i*m- 
rrrd 10 markets inchidiii" Pittsburgh, 
San Francisco, Memphis I)e* Mdiiies 
find Honolulu. 



FINANCIAL 

A in v r i en n B r on tl ens t i n g-Partt- 
moimt Thrnlres estimated net oper- 
at inj» profit for the fi rst quarter of 
1957 was §1,713,000 as compared with 
$2,570,000 for the same period in 
1950. AH«I*T president, Leonard II. 
(/oldenson, in revealing the figures 
said that the theatre* side of the busi- 
ness compared favorably with 1956. 
but radio and tv network revenues 
were ofT. Goldenson sees ABC TV's 
"broader and stronger*' programing 
for the fall as making eneou raging 
progress. 

Associated Artists Production 
Corp. (which bought the rights to the 
Warner Bros, features and the Popcje 
cartoons last July) estimates earnings 
for the first quarter of 1957 at about 
SI million. Shareholders approved a 
four-for-one split of the common stock 
at a special meeting. 

Reynolds Metals Co. first quarter 
estimated earnings were lower than 
earnings for the same quarter in 1956 
with $10,000,000 as compared to $11,- 
000.000. R. S. Rejnolds. Jr., presi- 
dent, said lower earnings were partlv 
due to a liquidation of inventories by 
major aluminum customers. Since cus- 
tomer inventories are relativelv low. 
he expects the second half of the year 
to see an upswing. Re} nobis Metals 
eurrcntlv is advertising via network 
tv on \BC TV's Circus Boy program, 
but will switch to ABC TV's Disney- 
land next fall. 

I\ Lorillard has staged a sales come- 
back in the first quarter of 1957. Sales 
reached S4S.136.574. up from sales of 
$47,141,658 for the comparable 1956 
period. \et earnings were SI. 192. 671 
as against SI. 124.405. Lorillard is a 
consistent air media user. 

Schick. Inc. reports that in 1957 it 
reached the highest level of sales and 
earnings for any first quarter in its 
history. Net sales totaled 16.973.886. 
up 49.2^ over the S4.674.498 figure 



for the Ninrre period in 1950. Net in- 
come wa* $785,195, an increase of 
JU.H'r compared with the $42I,»:iO 
for the first three month* of 195(>. 
Schick is active in network t\ ih alter- 
nate week sponsor <m \I*C I Vs Drag- 
net. 

General Klectrie reports record sale*, 
and earnings for the first tpiarter of 
1957. Sales were $1,018,850,000. or 
M'r over 1956's first quarter peak of 
$91o, I85.000. \ct earnings were £03,- 
006,000 or 16'; <»er the $51,962,000 
figure for the first three months of 

1956. C.H. is a major air media rrser. 

Seott Paper Co/s first quarter rret 
sales went rip to $69,812,521 as com- 
pared to $66,829,080 for tl ie same 
period in 1956. Net income, however, 
declined with $5,311,587 as compared 
to £5.790.1 44. Cost-price adjustment 
is termed the attributing factor in the 
decline. Scott, user of both radio and 
tv. is expanding its network tv sched- 
ule next year via the Gisele MacKcnzie 
Sfiote on NBC TV. 

Gillette Co. earnings were down to 
$0,964,000 for the first quarter of 

1957. Earnings for the same period of 
1956 were $8,273,249. Comparison of 
net sales show $46,147,450 as against 
$48,752,758 for the three month peri- 
od last )ear. Gillette (including Toni 
and Paperrnate) is a major air media 
user. 

Stock market quotations : Follow- 
ing stocks in air media and related 
fields are listed each issue with quota- 
tions for Tuesday this week and Tues- 
day the week before. Quotations sup- 
plied by Merril Lynch, Pierce, Fenner 
and Beane. 





Tues. 


Tues. 


Net 


Srock 


16 April 


23 April 


Change 


Sew 


York Slock Exchange 




\B-PT 


21U 


23 1 , 


—1 


AT&T 


1 77 1 '2 


177 :i , 


+ 1 . 


Avco 


6\ 


6 H » 


- % 


CBS "A" 


34 1 a 


34 :i , 


+ '< 


Columbia Pic. 


18 


17 ! 2 


— i., 




19 


19% 


+ % 


Paramount 


34% 


3\ 


~\ 


RCA 


36 1 , 


33K 


-3's 


>lorer 


27 : S 


28 T s 




20th- Fox 


26 1 ! 


26% 


+ ^ 


Warner Bros. 


23 1 - 


23% 




Westinghouse 


57 


59 1 j 




American Slock Exchange 




Allied Artists 




3% 


a 


C&C Super 


• 






DtiMont Lab< 






- 's 


Guild Film? 


3 a i 


3% 


+ J N 


NT A 


8 T s 


8% 


— '2 



AVAILABILITY 

\l \ \ \<;i.\l LV1 IAI.I.I • 
"I I\ KM.\M)MJ) |\ |.()( \l. 

\\i) \i:t\vokk It \I)I0 

\M) IKLi:\ I.MON. I\l)l s- 
I HI \L MOTION IMCTl lil>. 
ADUIM ISI\(; UiLM^, 
>.\U> \M) MKKCII WI)I>- 
l\C l'IKLI)>. TOP CON- 
TACTS \nd |{i:i'i;ki;nck>. 

PKKKKR KAST. 



BOX 427 
SPONSOR 

40 E. 49TH ST., N.Y.C. 



The Champ 
Is St ill Champ I 





4 of 5 lop nighl-lime shows! 
You soy thot's not enough? Then 
how obout 20 out of 35 top 
night-time shows? (Nov. 'A. P. B ) 



Chomp in the doy-time, too! 
1 6 of top 25 weeV-doy strips 
. . . including Bucksk n Bill, 
whose top roting is o full 7 
points obove the No. 7 sho** 



8 of 10 lop morning shows! 
ond 8 out of the top 15 offer* 
noon show$, for o deon- sweep 
victory, morning ond ofternoon. 



6 winners in 6 conlesls! 

WAFB TV is tops in merchondis* 
ing, too. Four firsts, one second 
ond one "top four " in these 
shows, 1956-57 rronle Leohy 
Show . . . ' The Millionoire 
. .. "Screen Gemj Progroms 
. . . Lucy Show ... 195* 
Billboord Promotion . . . 1955- 
56 "FronV Leohy Show" 



WA FB -TV 

CBS ABC 

First in TV in Baton Rouge 

Reps: lloir Television Associates 
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MORE 



THAN 




AIM X U 1 rlHixt 



STATIONS 






KMOX delivers more homes daily than any combination of 
any other two stations in the St. Louis market. Add one station 
—any major station— to your basic KMOX schedule and reach 
virtually as many homes as the total combined audience of 
all stations, not including KMOX. KMOX alone will deliver 
84.4% of all radio homes in St. Louis in only one week! This 
is based on the Cumulative Pulse "Unduplicated" Audience 
of Metropolitan St. Louis, November, 1956* You may project 
it as far as you wish . . . the KMOX 50,000 watt, clear channel 
signal is your abacus. Weight your formula with CBS Radio and 
top local KMOX programming that wins more quarter-hour- 
firsts Pulse after Pulse than all other stations combined and you 
can only conclude . . . KMOX is your basic Choice in St. Louis! 



THE VOICE OF ST. LOUIS 




CBS owned and operated 
Represented by CBS Radio Spot Sal 




WimCs liappening in U. 5. Government 
tlutf affects sponsors, agencies, stations 



WASHINGTON WEEK 



27 APRIL 
Copyright 1957 
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The Department of Justice apparently is merely at the limbering-up ntage in 
its hunt with various organizations in tv. 

On the day this week that the Department filed anti-trnM suits against the entire roster of 
tv feature film distributors, anti-trust chief Victor Hansen told the Federal Communications 
Bar Association: 

"In studying an industry (tv) so vast, so new, so complex and still changing yon can't 
he sure where well-directed inquiry will finally lead/' 

Hansen implied that there was more action on the "road ahead," though the 
Department has no specific timetahle. 



Commenting on the block-booking suits that were filed against five distributors this week, 
Hansen said the decision in the Paramount ease of years ago applies as much to tv 
as it originally did to theatres. 

Named in the Department's latest suit were: C&C Super (KKO films); Screen 
Gems (Columbia); Associated Artists (Warner Bros.); ISTA (20th Century-Fox) ; and 
United Artists. MGM previously had been named a defendant. 

(Despite Justice's efforts to act like a knight on a white charger, WNAC TV, Boston, 
this week signed up the full MGM feature library at a price of around $2 million.) 



Other points made by Hansen in his talk to the communications lawyers: 

I • The block-booking suits and the action against KCA-NBC for allegedly forcing Westing- 
house to trade its Philadelphia stations for Cleveland outlets were merely offshoots of the 
Justice Department's continuing probe into tv. 

• Justice was studying voluminous information gathered by the FBI on the "must 
buy" policies of the networks to determine whether these practices are in violation of the 
antitrust laws. 

• The probe of alleged tie-ins between the sale of network time and programing 
is still not complete, but the Department of Justice is "far more knowledgeable" about this 
than it was in September. 



You can't get color tv by putting a plastic screen in front of the old black *n' 
white set, the FTC said this week in charging three distributors with false advertising. 

The firms alleged to have made this sales pitch were Aldrich Manufacturing, Superior 
Products, and J. David Paisley. 



The electronics industry — including revenues from broadcasting, servicing, and 
factory sales — reached SI 1.6 billion in 1956. 

This is double the 1950 intake, but only half the volume anticipated by 1956. 

Source of these figures: The Electronics Industry Fact Book, issued this week by the 
RETMA. 



The Senate Small Business subcommittee hearings on the problems of daytime 
broadcasters (particularly their failure to get a hearing by the FCC) will start Mon- 
day, 29 April. 

The 250 watters that want an increase of power to 1,000 watts, as well as the daytimers 
that seek fixed hours of operation, rather than sunrise to sunset, will be heard at that time. 
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THE CASE OF THE 65< 



n 



r 




WSB-TV . t . ... Atlanta 
KERO-TV Bakersfield 

WBAL-TV Baltimore 

WCN-TV Chicago 

WFAA-TV Dallas 

WESH-TV Daytona Beach 

WTVD .... Durham-Raleigh 

WICU _ ..Erie 

WNEM-TV Flint-Bay City 

WANE-TV Fort Wayne 

KPRC-TV Houston 

WHTN-TV Huntington 

WJHP-TV Jacksonville 

KARK-TV .. Little Rock 

KCOP Los Angeles 



WISN-TV ......Milwaukee 

KSTP-TV — Minneapolis-St. Paul 

WSM-TV .... Nashville 

WTAR-TV __„ Norfolk 

KMTV Omaha 

WTVH _Peoria 

KCRA-TV Sacramento 

WOAI-TV .._ _.. San Antonio 

KFMB-TV ........San Diego 

KTBS-TV Shreveport 

WNDU South Bend-Elkhart 

KREM-TV Spokane 

KOTV Tulsa 

KARD-TV . Wichita 
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DRAWERS . . . 

(Or HOW Petty' s Plus Services 
I Help Spot TV Advertisers) 




As an advertising- executive, vou know it's 

tlie planning behind the buying that pays 

off in sales. The most successful Spot TV-buying 

requires extensive researeh and depth of market 

information information which Petrv salesmen 

are amply equipped to give you. 



For behind everv lVtrv salesman is the largest 
TV Promotion staff of any independent representative 
firm — a staff that is constantly replenishing the 
650 file drawers in the seven Petry offiecs with up-to- 
the-minute Spot TV faets to help assure sales success 
for your Spot TV campaign. 



Whether you require detailed descriptions on local 
programs, data sheets, audience-impact facts 
on special time segments, full information on 
ID requirements — or a complete station-market 
presentation for a specific product or problems — let the 
Pctrv salesman give vou the full storv. He's the 
best informed man in the business. 



Television Division 

Edward Petry & Co., Inc. 

THE ORIGINAL STATION REPRESENTATIVE 

NEW YORK • CHICAGO • ATLANTA • DETROIT • LOS ANGELES • SAN FRANCISCO • ST. LOUIS 
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A round-up of trade talk, 
trends and tips for admen 



SPONSOR HEARS 
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A brand manager for one of ihe giant soaps shrugged off the opportunity to 
save $1,200 a week on a spot tv deal. His explanation: 
Too much paper work. 



More and more tv stations are leaving themselves open to charges of indi- 
rectly selling below their rate cards by making this offer: 

• They will match in accumulative ratings — regardless of the number of spots involved 
— any package submitted by a competitive station* 

What it amounts to is guaranteed ratings, regardless of station expense. 



Jackie Gleason this week turned down the chance to do a Nero Wolfe series. 
He doesn't want to be identified with any pre-cooked characters. 



Time-for-film bartering is creating a new breed of middlemen. 
Their function: To help syndicators and feature film distributors get rid of the time 
they took from tv stations in lieu of cash. 

One such agent of bartered spots is Time Merchants, Inc. 



As the new tv season approaches, Bulova again is asking itself this question: 
Why maintain a year-around network franchise when over 80% of sales occur 
during the Christmas and graduation seasons? 

Bulova's current billings through McCann-Erickson are $7.8 million. 



NBC TV and Revlon may not do any more business until the network's claim 
of $100,000 due on short-rating has been resolved. 

Revlon would like to buy one of NBC TV's quizzers as a filler for a nighttime spot. But 
the network keeps pressing the short-rate issue. 



WCCO, Minneapolis, rates as another of the famed training grounds for busi 
ness and administrative manpower. 

Take, for example, this group that was on the WCCO staff in 1947: 



NAME 

Merle Jones 
Tom Dawson 
Sig Mickelson 
Carl Ward 
Harvey Struthers 
Larry Haeg 
Gene Wilkey 



THEN 

Station manager 
Sales manager 
News editor 
Sales prom. mgr. 
Salesman 
Farm director 
Program director 



NOW 

CBS TV president 
CBS TV v.p. in charge of sales 
CBS TV v.p., news & pub. affairs. 
CBS TV nat. mgr., station relations 
Manager, WHCT, Hartford 
General manager, WCCO 
Manager, KMOX-TV, St. Louis 
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A NEW 




Now in Houston television acquires a new 
flexibility ... a soundtrack for modern 
living . . . under the genial guidance of 
Houston's long time favorite Ted Nabors! 
The 7 to 9 morning audiences listen and watch 
what thev've missed on TV and Radio — 
maximum music and minimum talk with the 
best in pop records, latest news, weather 
information and time service . . . all on KTRK-TVs 
•SOUNDTRACK! 



CONCEPT I 



BROADCASTING 





"SOUNDTRACK, backed bv written testimonial 
proof from satisfied clients has done an 
outstanding job of salesmanship. Another 
unquestionable indication that KTRK-TVs 
better showmanship, better shows, mean better 
results. For your next buy ... for your 
best buv . . . buv KTRK-TV and, ask about 
* SOUNDTRACK . . . the program that 
gets results. 



KTRK-TV 

Channel 13 
The Chronicle Station 
P.O. Box 12 
Houston 1, Texas 



v 



nal Representatives: 
Hollingbery Company, 
500 Fifth Avenue, 
York 36, New York 



l cop\rishtcd feature 
of KTRK-TV 




Houston Consolidated Television Co. 
General Manager, Willard E. Walbridge 
Commercial Manager, Bill Bennett 
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BROADCASTERS' ANSWER 

{Continued from page 28) 

people can do a better job for the ad- 
\ertiser than most film and at little or 
no cost. W e probably wouldn't even 
charge a talent fee. But the adver- 
tisers seem so fixed on canned com- 
mercials Td be afraid to bring the 
subject up. It's a pity because our tal- 
ent luis a landing in the community 
dating bark over years in radio that 
would amount to the power of personal 
endorsement by a local celebrity. 

• "Our radio station is well known 
as a center of hillbilly talent. So nat- 
urally advertisers try to tie in. They 
write special commercials to be done 
live. But what New Yorkers don't 
know about hillbilly vernacular could 
fill a book. We prefer that the} con- 
sult us before they put ridiculous ex- 
pressions in the mouths of our talent. 
You know\ actually, we have hillbillies 
who are college graduates. They maj 
have regional flavor in their speech 
but it has to be written individually to 
suit them or it sounds phony." 

• "We're getting some great radio 
commercials nowadays. In fact a re- 
cent suggestion Ben Strouse of 



WWDC. Washington, made that you 



could probably run some commercials 
back-to-back for 15 minutes and still 
appeal to the audience makes sense 
with all the entertaining jingles and 
dialogue commercials we have today. 
But you still get the occasional stinker. 
I'm thinking of a couple of commer- 
cials where the listener just cannot un- 
derstand the message because the re- 
cording isn't clear or the music drowns 
out the words. It's a waste and in the 
long run we'll end up not getting a re- 
newal because the pitch didn't work."' 

3. Programing: Several station man- 
agers had thoughts which ran parallel 
to these from a West Coast man: 

"Advertisers are making a mistake 
in their network programing from 
which both we and they w T ill ultimately 
suffer. That is. imitative programing. 
I wouldn't want to go as far as Pat 
Weaver and program just the opposite 
of what the other fellow is doing- 
which he seems to w T ant to do in bis 
new venture. But there is a point of 
diminishing returns when you cop\ the 
other fellow . AH these quizzes may be 
fine for the short haul. But I'm sure 
the bubble will burst. Then the quizzes 
will be dead and we'll have to build 
brand new audiences for these time 




DAVIS 



Thats right, Chief . . . my independent research organization 
says don't buy. wait till you hear what's happening at ITPTR. 



slots. Wouldn't everyone be better off 
if instead of jumping in and ruining 
a good thing by over-doing it. adver- 
tisers insisted on program diversity? 
Each show type would have a longer 
life and there'd be more stability in 
the whole television business."' 

4. Buying strategy: Its inevitable 
at a time when morning and late- 
afternoon hours in radio are over- 
crowded that station men would bring 
up the prime-time problem (see "Don't 
be prime-time blind."' SPONSOR 16 
March 1957). 

This anecdote is illustrative. 

Said a live-wire station manager 
from the East: "My sales manager 
came to me recently and said a time- 
buyer from ISew York had been on the 
phone and told him that if she couldn't 
clear time on our station between 8 
and 8 :30 in the morning she'd get 
fired. The sales manager asked me 
what he should tell her and I told him: 
'Tell her you II get fired if vou do clear 
the time'." 

Station men are irritated because ad- 
vertisers insist on only the so-called 
prime radio hours and then protest 
when radio rates are forced up by their 
own bidding. 

"We have to raise rates almost in 
self-defense to divert the flow of busi- 
ness." said one station man. A station 
representative firm executive explained 
the situation this way: 

u We can't argue against prime time 
for an all-family audience. But what 
about the advertisers who wants ma- 
ture women? For example, there's a 
Lever Bros, product just going into na- 
tional distribution which is for adult 
women. Lever insists on prime morn- 
ing time. Sure they'll reach more peo- 
ple in toto. But they could actually 
reach more women cheaper at other 
times. The men in the morning audi- 
ence are waste circulation unless Lever 
Bros, thinks men are going to run 
right out and buy Dove soap w ith cold 
cream. ]\ot the men I know." 

A radio station v. p. who's got a 
reputation as a hot creative salesman 
reared back and let loose with this 
blast: '"The thing that burns me is 
fixed thinking by agencies. A sales- 
man's job is to assemble facts and 
prove a case. But you're licked if the 
strategy is frozen and nothing vou sav 
can change the thinking because the 
policy has been set without any ma- 
chinery to reopen the question. For 
example, an agency may decide to buy 
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trlcx i*ion £it ni«iht dii the top station in 
a market. But tin*} can t <:ct the right 
time. > l on come along with a buy that 
aihU 1 1 1 > for tlumi a-* a Mil»titut<\ Mut 
j on ran t even get a hearing because 
the polie\ >a\> television. So the\ end 
up taking an inferior bin on a weaker 
tv station and nii^s a real hot bin." 

Spot mecltmiic* : A rep con- 
demned this recent trend which hurts 
both rep and station. 'Tuners a few 
\eai> ago would give you two or three 
da\s to confirm t\ a\ ailabilitio. To- 
da\ e\erv tiniebmer who calls at noon 
for a\ ailabiliticN wants them that da\." 

Anothi 1 !' rep eoninieiits about the 
quality of ad\erti>ing agenev clerks. 
''\W\o never vet had a copy of an 
agenc\ contract which we didn't have 
to correct because of errors made b\ 
clerical people rather than by bujers 
or estimators. We think this is caused 
by inefficient, inexperienced help and 
it makes a lot of work for the rep. 
We have to check e\erv single contract 
w Inch comes through painstakingly . 
This takes an unbelievable amount of 
time before the contract clears throimh 
to the station. v 

Said a station manager who had 
read sponsor's recent article on mak- 
ing spot easier to buy ("Let's cut 
spot s paper maze.*' 2 March 1957) : 

'*Vou fellows have pointed out spot 
could be made easier to bin* and 
\ouVe right. But some of the agencies 
who scream about red tape at our end 
ought to try to make this work two 
wa\s. The\ do craz\ things that waste 
our time and theirs. For example: 
place a schedule and keep the 
name of the product a secret. Then 
when we finally get the copy it turns 
out to be a brand that's competitive 
with other products we have adjacent. 
So the merr\ -go-round starts again.* 

In a fa>t-paced business like adver- 
tising, some occasional mistakes are of 
course inevitable and station men rec- 
ognize this. Hut thev feel advertisers 
and agencies can do a more effective 
job and make life easier for themselves 
and stations by getting to know the 
station's problems. "The thing I feel 
that's very hopeful about the whole 
thing." said a station manager from a 
newspaper-owned operation in the 
Southwest. tfc is that today more adver- 
tising people are inclined to come visit 
stations. And we in turn call on the 
advertiser more often which has al- 
ways been the case in the newspaper 
field. It's a healthy trend."' ^ 

■ 



GOT THIS WHALE, SEE 



Top Kick: 
Side Kick: 

Top Kick: 
Side Kick: 

Top Kick: 
Side Kick: 

Top Kick: 
Side Kick: 

Top Kick: 
Side Kick: 

Top Kick: 

Side Kick: 

Top Kick: 
Side Kick: 

Top Kick: 




Got this station, .see. 
WHALE of a station! 

Col this market, see. 
WHALE of a market! 

Got this rating story, see. 
WHALE of a ratiny story! 

Got this coverage story, see. 
WHALE of a cocerayr story! 

A real buy, see. 
WHALE of a buy' 

All right, so we re-package and use 
this whale as our trade-mark, see. ^ 
WHALE of a trade-mark! \i 

Clever, huh?! 
WHALE of a — 

A WW, SHADDUP! 





WNCT 



Greenville, N. C. Channel 9 CBS 

A HARTWELL CAMPBELL, Gen. Mgr. 
Represented nationally by Hollingbery 




NOW — delivering you 
a market of mare than 
a quarter-million TV 
families with aur 
new maximum power, 
end 1,000 foot tower. 



WEAU TV 

EAU CLAIRE, WISCONSIN 



See Your Hollingbery Man 
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JT 





SAZ- 
iOVERS 




HUNTI; 



THE 
GTON-CHARL 
MARKET 



ESTON 



\ NIELSEN: NCS # 2 1956 ; 

Of PENETRATION OF COUNTIES ^ 
\ iO IN COVERAGE 


\ WSAZ-TV 


ST A. 
B 


STA.j 

c ; 


* 100a d COVERAGE •> 1 
► COUNTIES ^ | 


1 


1 j 


\ MORE THAN 7S°i> AC 
► COVERAGE COUNTIES 


21 


5 | 

1 


MORE THAN 50<> 0 
COVERAGE COUNTIES J O 


30 


15 jj 


i TOTAL COUNTIES <Q 
L COVERAGE v)7 


50 


iiJ 




ARB: 8 out of TOP 12 

"'February 195 7 




HUNTINGTON-CHARLESTON, W. VA. 

Affiliated with Radio Stations 
WSAZ. Huntington <S WKAZ, Charleston 

LAWRENCE H. ROGERS, PRESIDENT 
Represented by The Katz Agency 




Reps at work 



James M. Alspaugh, manager of the San Francisco office of H-R 
Television, Inc.. comments: "One serious error that should be cor- 
rected is the present system among certain tv rating services of 
announcing the ratings week in advance. This encourages stations 
to do everything in their power to 'load,' and consequently distort, 
many hours of reported viewing 
during ratings week. This is espe- 
cial!} true in markets that have 
fewer than once-a-month reports. 
There are two principal ways 
stations load their programing : 
(1) Stations insert super-quality 
movies or features during ratings 
week only, then heavily advertise 
and promote to attract a larger 
than normal audience. (2) Sta- 
tions feature potentially high-rated, 
one-time shots during ratings week 
only, to replace regularly slotted public service programs. This 
virtually invalidates not only the offending station's loaded ratings, 
but abnormally detracts from the audience which ordinarily tunes to 
any other station in the market/' Buyers often select stations on the 
basis of these loaded ratings until the next report, which is also dis- 
torted. "Thus, the normal audience is never accurately ascertained/' 





Bob Hutton, Jr., tv promotion manager, Edward Petry & Co.. New 
York, feels that: "More media, research and tv directors should 
turn to the major representative firms for assistance in developing 
strong pro-spot tv recommendations for print-addicted clients. 
Agencies would save much time and effort within their own depart- 
ments. With the rep's greatly ex- 
panded role in promotion, re- 
search, and sales development, he 
can provide effective, tailor-made 
presentations to help the agency 
introduce its non-spot accounts 
into the medium. Recently, we 
collaborated with seven major 
agencies on the development of 
such full-dress proposals. Five of 
these were successful and brought 
new accounts into spot tv. TvB. 
too. is equipped to lend a hand 
on similar presentations, but our medium has such a huge untapped 
potential that no single organization can be expected to carry the 
full load of spreading the word on spot tv's terrific sales effective- 
ness. So, while it is most important for the agency to control the 
over-all media recommendations, its executives might do well to 
re-examine the many creative seryices offered by the reps today." 



68 



SPONSOR 



27 april 1957 




\ 



you need the personal touch to sell in Milwaukee 



'Tis not only what you say . . . but how 
vou sav it in this business. That's why we 
insist that, when you send us live copy . . . 
our disc jockeys deliver a LIVE live 
announcement! It's an INTEGRATED 
commercial, too ... as much a part of the 
show as Perry Como or Frank Sinatra . . . and 
it's the word of a fellow that Milwaukee 
listeners enjoy. Yes, by design on WEMP, 
your copy gets the interpretation necessary 
to effectively sell the market! 





5000 watt power at 1250 k.c. 





TT 




KEY ENTERTAINMENT STATION 

BIG 7 RADIO PERSONALITIES 
Record* round the clock . . . » * hcmr* 
a day, term day.* a wet . . . 

SPORTS: Lire PUiy-l y-play Mil oulee 
Bram Bnuboll. f . of H i con m Football 
and Ranirtball, Crrm Boy Pucker 
Football, fpertal sport* erentJ, 
11 fpor*sea. U datly. 

J? XEU SCASTS I) ULY' <,athrrei *nd 
edited by C-man \\ EVP rtr t department 
from f I (*i f rrr. / /* eporU 
tr re„ 2 rr nf V un\L , *p<r; I ttate 
ror respondent*. t\ S. \\ * ith*» 
uire, Rn -r and F *e Dept. *ad' . 
reju * doily ttlephf^r eontoett. 



represented tehererer you lire by Headlty-Re*d 
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WDBJ 

for almost 33 years 

OUTSTANDING 



in 



ROANOKE 

and Western Virginia 

RADIO 

by any measurement! 



N.C.S. No. 2 

Spring, 1956 

WDBJ h as more than 

TWO TIMES the DAILY 

N. C. S. Circulation of 
Station "B": more th an 
THREE TIMES the circu- 
lations of Stations "C" 
and "D". 



The one they listen to 
MOST is the one to BUY! 
Ask your Peters, 
Griffin, Woodward 
"Co/one/" for the whole 
wonderful story! 



WDBJ 

AM • 960 Kc. • 5000 watts 
FM • 94.9 Mc. • 14,000 watts 

ROANOKE, VIRGINIA 




Sam J. Slate, program director at WCBS 
Radio, New York, for the past five and 
one-half >ears. has now been named gen- 
eral manager of the CBS flagship station. 
Slate steps up into the position left vacant 
by Carl S. Ward's promotion to manager 
of station relations for CBS TV. Slate is 
a broadcasting veteran with ovei 20 years 
in the industry. He came to WCBS in 
1951. Before that 1 le was program director for the British Broad- 
casting Corporation's New York office for six years. During World 
War II he served as radio public relations officer of the Third Naval 
District. Before the war. Slate was writer-producer for the National 
Association of Manufacturers 5 Defense for America radio series and 
was publicity director for Phillips H. Lord. Inc.. handling promo- 
tion and merchandising for the company's four network shows. 

Bernard Piatt, who has been vice presi- 
dent and general manager of sponsor since 
1954, has been elevated to the position of 
vice president and assistant publisher. Ap- 
pointed to fill the position of general man- 
ager is Arch Madsen (see below) . The 
executive expansion at SPONSOR is a result 
of the magazine's successful conversion 
from a bi-weekly to a weekly publication. 

Piatt joined SPONSOR as vice president and business manager in 
1949. Prior to that time he was circulation director of Broadcasting 
for 17 years. He also served that magazine as yearbook editor and 
special publications director. In 1940 Piatt formed a partnership 
with Norman K. Glenn to introduce a new magazine named SPONSOR, 
but the advent of World War II made it necessary to pigeonhole the 
entire idea. SPONSOR, of course, was formally launched in 1946. 

Arch Madsen, who now takes over as 
general manager at SPONSOR, brings with 
him 23 years of broadcasting service — 15 
in station management. Madsen comes to 
the magazine from RAB. where he was di- 
rector of station services for three years. 
Prior to that he was vice president of the 
Intermountain Network and one of its co- 
founders. Madsen also formerly owned 
50 r v of KEEP. Twin Falls, Idaho, and was assistant to the manager 
and director of commercial operations for KSL. Salt Lake City. As 
a broadcaster he served on the RAB board of directors for two 
} ears, was president of the L T tah Radio-Tv Broadcasters for two 
}ears and served two terms on the Mutual affiliates advisor\ com- 
mittee. He has been active in the management and marketing 
programs of the American Management Association since 1952. 
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NOT MERELY 

corner 

Qiwwmy 




but that all Important 



1 



QUALITY 







delivers this 41-counfy territory 
hits 80% to 100% in 20 key counties 




If Southwestern Pennsylvania is important in your marketing 
plans, you just can't overlook WJAC-TV in your advertising 
plans. Here's sound, solid strength in coverage . . . but, even 
more important, amazing audience loyalty and program appeal. 
In the Johnstown-Altoona Market, for example, in the 7:00 to 
11:00 P. M. period, WJAC-TV leads in 105 periods while Station 
B leads in 7! Of the top 25 night-time shows, 24 of them are on WJAC-TV! Best of all, a siz- 
able share of this wide and effective coverage is actually a bonus for you! 



Call your Katz man for all the facts and figures. 
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Don't ignore the fee tv danger 

Adversers, agcneies and the broadcast industry seem to 
he following with remarkable calm the latest efforts to launch 
fee tv. There have been few recent statements in opposition 
and sponsok finds that admen regard fee tv as a remote issue. 

But is it remote? The simple fact is that if fee tv ever got 
off the ground it could considerably injure free tv by out- 
bidding networks and stations for the best in programing. 

The FCC is apparently considering proposals to te^t fee tv. 
Hut whether fee tv could sueceed it not the issue. The real 
question is should there be fee tv at all when it's apparent 
that if successful it would: (1) Deprive the majority of the 
public, only because of an inability to pay, from seeing the 
programs a minority would be willing to buy; (2) Impair the 
commercial tv system which is one of the mainstays of our 
economy; (3) Make the government party to a discrimina- 
tory system that bars freedom of the airways to viewers. 

Dollar figures inertia 

When will radio join every other advertising medium of 
stature and furnish figures on how mueh its clients spend? 
The spot tv elient can check TVB for such information. Net- 
work tv and print have PIB. But radio virtually ignores the 
needs of its advertisers for competitive information. 

Radio has made remarkable progress in the past year. But 
it cannot solidify its stature until it puts on reeord what each 
company spends. This would, in fact, beeome one of radio's 
greatest business getters. There is no real excuse for delay. 
SKA has shown the way with its release of dollar spending in 
spot by industry categories, but stops short of data by com- 
panies. Machinery now exists for compilation of network 
figures (see article page 36). ANA members have voiced 
willingness to release figures. 

The industry surely has several groups capable of organ- 
izing a dollar report. Yet no real action is being taken and 
sponsor ean report only inertia on the dollar figures front. 
Tncrtia is a luxury radio eannot afford. 



this WE fight FOR: Admen cannot afford 
to operate without closer contact with the sta- 
tions who are the ultimate carriers of their 
commercials. As a policy, advertisers should 
visit and get to know stations right on the scene. 




lO-SECOND SPOTS 

Shakespeare on Madison Ave. Proof 
that admen's lingo may have had its 
roots in the Elizabethan era is to be 
found in the following excerpts from 
the bard: 

"Let ine take you a button-hole low- 
er." (1) Vm not trying to crush your 
creative thinking, Bixby, but as ac- 
count supervisor, I'll handle policy 
decisions. 

"Some of us will smart for it." (2) 
The client just reads the Nielsens! 

"This senior-junior, giant-dwarf!" (3) 
fie tells me my terrific show idea 
wouldn't fit in with marketing strategy! 

"The boy hath sold him a bargain — a 
goose." (4) So he went ahead and 
bought 39 weeks of The Poor Little 
Match Girl. 



"I have seen the day of wrong through 
the little hole of discretion." (5) It'll 
never happen again, chief. 

Caste: The Pink Poodle, a Gotham 
restaurant near Radio Citw features 
two luncheons — an "Executive Special" 
and a "Career Girl Special." The for- 
mer is the higher-priced. But what 
happens when the ad exec takes his 
secretary to lunch? 

20/20: An Indianapolis eye specialist 
has stated that tv is not harmful to the 
eyes, that it actually may help rather 
than hurt our eyesight. Could be op- 
tometrists may one day use tv test pat- 
terns for eye charts. 

Topee: KYA, San Francisco, is run- 
ning a "Great White Hunter Invita- 
tional Competition" for radio timebuy- 
ers. Each entrant will receive an "au- 
thentic antique pith helmet circa 
1898." KYA suggests these tropic hel- 
mets can be worn, hung on the wall, 
used as flowerpots or as servers for 
hors d oeuvres. Or even worn to keep 
cool-headed in agency media meetings. 

Quiet one: Add to new titles for adult 
Western shows in the making: Man 
IF ithout a Gun. 

Help wanted: From N. Y. Times — 
Secv. Exec $80 
"PM A DREAMER" 

Said this account exec to us — because 
I'm dreaming of the beautiful secre- 
tary who has excel skills, is verv smart 
& can handle all my problems. 
And once his problems are over, he'll 
just go back to dreaming again. 

SOURCE; (I) Love's Labors Lost. A V. s. 2; (2) Much 
Ado About Xofhlne. A V, s I; (3) T.me's Labors Lost, 
A III. s. 1; (4) ibid; (5) ibid. A V. s. 2. 
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only 
the sponsor 

is sleeping 

soundly 



Any advertiser should rest content when he knows that practically 
everyone else in town is watching his program. Just recently, 
1 Jhl(),720 viewers staffed up to watch a morie from 11:15 l\M. all 
the way through to 7:45 A.M., over one channel in a single 
market. That was the average audience for the entire showing of 
the Warner Bros, feature, "Action in the North Atlantic/' on 
WCBS-TV in New York on a Friday night in February. 

The strong appeal of big-time Warner Bros, features distributed 
by A. A. P. is keeping audiences up hours longer— giving .stations 
extra valuable time to sell to advertisers in the wee small hours. 
When you want to give 
advertisers a chance 
to convert sleeping 

hours into selling M me. 

hours, write or phone 



3! t 5 Madison Avcuuc, Sew York City, MCrray 1 1 ill 



CI.CI.I 




CHICAGO 
DALLAS 
LOS ANGELES 



75 K. Wncki T Dr., DEarbom 2-1010 
1511 Bryan Sl. t Itftrrsidc 7-8553 
9110 Sirnsct Ilhd.XKcBtvicw 6-5S8C 
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^ COMPARE THE COST! 
COMPARE THE RATINGS! 



WWOL 

reaches more 
homes per *p 
than any other 
station in the 
uffalo Area ! 





COST PER MIN. SPOT 


HOMES 


HOMES 




1 TIME RATE* 


REACHED** 


PER DOLLAR 


WWOL 


$12.50 


14,500 


1,160 


NET ST A. "A" 


40.00 


15,500 


388 


NET ST A. "B" 


35.00 


3,500 


100 


NET ST A. "C" 


23.00 


20,800 


904 


NET ST A. "D" 


20.00 


4,500 


225 


IND. STA. "A" 


18.00 


3,800 


211 


IND. STA. "B" 


9.00 


4,300 


477 



BASED ON 



*SRDS CLASS A 
3 P.M. -6 P.M. — FEB. '57 



**N IELSEN REPORT NOV. '56 (Page 5) 
Monday thru Friday, 3 P.M. — 6 P.M. 



WWOL GIVES THE LOWEST DOLLAR COST 
PER LISTENER IN THE BUFFALO AREA I 



0 

El 



Check : NIELSEN 



Check : PULSE 



Check : HOOPER 



Check : The 50 National Advertisers who 
now include WWOL RADIO 
in their budgets ! 
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315 MAIN STREET 
BUFFALO, NEW YORK 



NATIONAL REPS: FORJOE & CO. 



6,028,100 people who listen to KLAC 
spent $12,813,444,000 last year in these 
five important Southern California areas 



• * s # * 




SAN FERNANDO 
AREA 

941,820 





METROPOLITAN 

LOS ANGELES 

1,983,418 





BEACH CITIES 

AREA 

1,112,167 



COVERAGE IS PROVED BY RESULTS 
SUCCESS STORIES IN EVERY CATEGORY 

ASK YOUR KLAC REPRESENTATIVE 




SAN GABRIEL 
AREA 

1,577,295 




ORANGE 
COUNTY 

413,400 




570 ON THE DIAL-LOS ANGELES 



M. W. Hall President 




Represented Nationally by Adam Young, Inc. 



